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From  syndicated  products  to  online 
solutions  to  training  to  newspapering, 
Thomson  Newspapers  is  a  shining 
beacon  of  innovation.  The  results 
speak  for  themselves ... 


One  in  four  U.S.  dailies  uses  a 
^  product  supplied  by  Thomson 
Target  Media,  our  syndicated  content 
provider,  or  Thomson  Interactive  Media, 
our  new  media  division. 


14  million  household  impressions 
are  made  monthly  by  Thomson 
Target  Media  products.  TTM  products  are 
used  by  18  of  the  top  100  U.S. 
newspapers. 


More  than  700  awards  for 
editorial  excellence  were  won  by 
^  Thomson  journalists  in  1998,  and 
many  more  major  awards  were  won 
by  circulation  and  marketing  staff. 


$3.5  million  will 
-  be  spent  on 
training  and  developing 
staff  —  from  publishers 
to  trainee  reporters  — 
in  1999. 

Newspapers 
^  ^  with  a  combined 
circulation  of  5  million 
use  Thomson  Interactive 
Media  products  such  as 
Classified  IQ. 


Approximately  half  the 
^  ^  newspapers  credited  with 
ideas  in  the  Newspaper  Association 
of  America's  ”60  Ideas"  booklet 
were  Thomson  newspapers. 
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Readers  angered 
by  gay  Abe  story 

More  than  a  month  after  The  State 
Journal-Register  in  Springfield,  Ill., 
published  a  story  that  largely  debunked  a 
claim  that  Abraham  Lincoln  was  homosex¬ 
ual,  readers  in  the  Old  Railsplitter’s  home¬ 
town  are  still  mad  as  hell. 

“It’s  been  ugly.  I  have  not  liked  it.  Our 
readers  have  leveled  the  charge  that  we 
are  the  National  Enquirer,  that  we’re 
supermarket-tabloid  journalists,”  says 
managing  editor  Barry  Locher.  As  recent¬ 
ly  as  June  24,  Locher  fielded  a  cancella¬ 
tion  call  from  a  subscriber  who  cited  the 
May  16  story  as  the  reason.  “We’ve  had 
about  10  cancellations,  but  to  me  person¬ 
ally  that’s  a  huge  number.” 

The  story  by  staff  writer  Jefferson  Rob¬ 
bins  reported  claims  by  gay  playwright  and 
political  activist  Larry  Kramer  that  he  had 
a  diary  by  Lincoln’s  best  friend  Joshua 
Speed  with  passages  indicating  homosexu¬ 
al  activity.  Speed  and  Lincoln,  like  many 
single  men  in  frontier  towns,  shared  a  bed 
when  living  in  Springfield.  The  story 
quotes  from  several  serious  Lincoln  schol¬ 
ars  who  are  deeply  skeptical  of  the  claims. 

It  also  casts 
some  doubt 
on  Kramer’s 
assertion  that 
the  diary  was 
found  under 
the  floor¬ 
boards  of  a 
Springfield 
store  owned 
by  Speed, 
who  left  the 
Illinois  capi¬ 
tal  in  1841. 
The  article 
notes  the  store  was  destroyed  by  fire  in 
1858. 

“I  felt  all  along,  when  we  first  went  into 
this  story,  that  if  anyone  needed  to  know 
what  some  people  are  saying  about 
Abraham  Lincoln,  it’s  the  people  of 
Springfield,”  Locher  says. 

Locher  says  he  would  do  the  story  again 
—  but  he  would  not  run  it  above  the  fold  on 
a  Sunday  with  the  headline,  “Writer  asserts 
proof  Lincoln  was  gay.” 

It  was  a  painful  experience,  Locher 
says,  for  someone  who  admires  Lincoln  so 
much  he  named  his  own  son  after  Honest 
Abe’s  son. 

“My  oldest  son  is  named  for  Tad 
because  he  was  due  on  Lincoln’s  birthday,” 
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Locher  says,  “although  he  ended  up  being 
bom  on  Groundhog  Day.” 

—  Mark  Fitzgerald 

I 

'  Taxing  times  in  D.C. 

The  Washingtonian  has  never  been  shy 
'  about  spreading  embarrassing  gossip  about 
movers  and  shakers  in  the  nation’s  capital. 
But  when  a  bogus  story  about  its  alleged 
support  of  an  e-mail  tax  of  5  cents  a  mes- 
I  sage  showed  up  on  the  Web  this  week,  edi- 
;  tors  found  themselves  playing  unusual 
I  roles  as  spin  masters. 

After  getting  wind  of  the  fake  report,  the 
magazine  slapped  a  disclaimer  on  its  Web 
site  denouncing  the  story  faster  than  you 
can  say  “damage  control.” 

“We  don’t  know  where  it  came  from,  but 
we  agreed  that  to  stop  it,  we  had  to 
do  this,”  says  Cheryl  Haser,  Washington¬ 
ian's  online  producer. 

In  a  terse,  direct  statement  placed  on 
the  magazine’s  Web  site,  www.washing- 
tonian.com,  editors  proclaim  that  the  tax 
proposal  does  not  exist,  the  magazine  does 
not  support  an  e-mail  tax,  and  the  story 
was  a  fake.  “It  concerns  us,  and  it  shows 
that  people  need  to  be  a  little  more  Web- 
educated  and  not  believe  everything  they 
'  see,”  Haser  says.  —  Joe  Strupp 

Black  a  Brit  baron? 

Had  everything  gone  according  to 
plan,  press  baron  Conrad  Black,  55, 
would  be  a  real  baron  by  now. 

On  the  advice  of  the  British  govern¬ 
ment,  Queen  Elizabeth  II  was  supposed  to 
grant  a  life  peerage  making  the  chairman 
of  Hollinger  Inc.  a  baron  with  the  title 
Lord  Black  on  June  25.  The  lifelong 
Anglophile,  who  was  bom  in  Montreal, 
obtained  dual  Canadian/British  citizen¬ 
ship  earlier  this  month  to  clear  the  way 
for  the  honor. 

Not  so  fast,  Canadian  Prime  Minister 
Jean  Chretien’s  government  said.  Citing 
an  obscure  80-year-old  parliamentary  res¬ 
olution  that  forbids  Canadians  from 
accepting  foreign  titles,  the  government 
asked  Britain  to  defer  the  honor.  The 
press  in  Canada  and  Britain  have  specu¬ 
lated  the  action  may  be  payback  for 
recent  articles  in  Black’s  National  Post 
;  that  suggested  business  friends  from 
i  Chretien’s  home  district  were  benefiting 
from  federal  funding. 

“Jean  Chr6tien  has  demonstrated  that 
he  is  not  above  using  the  power  of  his 
I  office  for  a  petty  settling  of  accounts  with 
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a  powerful  critic,”  The  Globe  and  Mail 
editorialized.  Nonsense,  the  government 
says.  “It  has  nothing  to  do  with  Mr. 
Black,  and  everything  to  do  with  the  prin¬ 
ciple,”  a  Chretien  aide  told  The  Globe  and 
Mail's  Alan 
Freeman. 

Although 
Black  says  he 
will  fight  the 
government’s 
veto,  it  isn’t 
out  of  any 
desire  to  be 
called  “Lord.” 

“I  mean,”  he 
told  the  Ca¬ 
nadian  Press 
News  Service 
recently,  “that 
[whole]  con¬ 
cept  slightly  assaults  my  egalitarian  ten¬ 
dencies  anyway.”  —  Mark  Fitzgerald 

Frisco’s  guardian 

For  more  than  30  years,  San  Francisco 
Bay  Guardian  publisher  Bmce  Bmgmann 
has  been  slamming  the  daily  San  Francisco 
Chronicle  and  San  Francisco  Examiner  for 
everything  from  their  monopolistic  joint 
operating  a^ieement  to  their  lavish  City 
Hall  press  room. 

So  when  the  Chronicle's  owners  re¬ 
cently  announced  their  intention  to  .sell,  a 
move  that  would  likely  mean  a  merger  with 
the  Examiner  and  the  death  of  one  of  the 
daily  papers,  most  thought  Brugmann 
would  be  happy  to  see  less  competition. 

Not  the  case. 

The  longtime,  loud-mouthed  publisher 
of  the  alternative  Bay  Guardian,  whose 
push  for  open-government  laws  and  press- 
freedom  rights  is  legendary  in  California, 
has  launched  a  campaign  to  stop  any 
Chronicle-Examiner  merger  and  to  keep 
both  papers  operating. 

In  an  editorial  this  week,  Brugmann 
urged  city  officials  to  “raise  a  gigantic  furor 
[because]  the  sale  could  create  a  one-news- 
paper  town  in  San  Francisco,  hundreds  of 
jobs  lost,  hundreds  of  thousands  of  dollars 
in  increased  ad  rates  to  local  businesses, 
and  the  incalculable  loss  of  one  of  the  city’s 
two  daily  editorial  voices.” 

When  asked  why  he  would  not  want  the 
dailies  to  merge  and  possibly  boost  his  own 
newspaper’s  stature,  Brugmann  says  the 
need  for  competitive  journalism  outweighs 
his  publication’s  potential  economic  and 
circulation  increases.  —  Joe  Strupp 
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“Face  it,  Eddie.  The  Pulitzer  judges  didn't 
overlook  your five-part  series  on  exciting  new  low-fat  desserts. 
They  rejected  it  with  great  force.” 
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Controversial 
support  trom 


by  David  Noack 

When  editors  at  the  St.  Petersburg 
(Fla.)  Times  decided  to  run  a 
graphic  and  haunting  photograph 
of  a  man  dying  of  lung  cancer  on  June  15, 
they  braced  themselves  for  the  usual  round 
of  calls  from  readers  upset  with  the  picture. 

Instead,  when  the  calls  and  e-mails  start¬ 
ed  coming  in  —  200  in  all  —  they  were 
positive  and  supportive  of  the  paper  for 
telling  the  story  of  34-year-old  Bryan  Lee 
Curtis  who,  as  his  last  wish,  wanted  people, 
especially  children,  to  know  and  see  the 
harmful  and  devastating  effects  of  smoking. 

While  reporters  and  news  organizations 
are  often  criticized  for  invading  a  person’s 
privacy,  in  this  case  Curtis’  mother  Louise 
sought  out  the  media,  going  to  the  local 
papers  and  TV  stations  and  asking  them  to 
tell  her  son’s  story  so  it  might  help  prevent 
someone  else  from  starting  to  smoke. 

Curtis  started  smoking  when  he  was  13 
years  old.  He  eventually  worked  his  way  up 
to  smoking  two  packs  of  cigarettes  a  day. 
Twenty-one  years  later,  he  lay  emaciated 
and  near  death,  some  nine  weeks  after  being 
told  that  he  had  lung  cancer.  The  paper  did 
a  follow-up  story  June  22  on  reader  reaction 
to  the  original  story  of  the  week  before.  By 
the  time  the  first  story  appeared,  Curtis  was 
already  dead.  He  died  shortly  after  a 
reporter  and  a  photographer  left  his  home 
June  3.  His  funeral  was  conducted  June  8. 

The  powerful  impact  of  the  original  cov¬ 
erage  by  medical  reporter  Sue  Landry 
resulted  from  a  combination  of  factors,  say 
editors.  It  consisted  of  a  relatively  short  arti¬ 
cle  and  two  key  photographs  —  one  of 
Curtis  on  his  deathbed,  which  was  taken  by 
V.  Jane  Windsor,  a  staff  photographer,  and 
the  other  of  Curtis  and  his  son  nine  weeks 
earlier,  which  was  provided  by  his  family. 

Landry  says  she  was  first  approached  to 
do  the  story  by  Curtis’  mother,  who  had 
called  her  from  the  lobby  of  the  newspaper. 
They  talked,  and  when  Landry  saw  some 
photographs,  she  knew  there  was  a  story. 

“[Curtis’  mother]  explained  to  me  about 
why  he  wanted  to  get  his  story  out.  He 
wanted  to  let  kids  see  him  because  he 
thought  it  would  convince  them  not  to 
smoke,’’  says  Landry. 

When  Landry  and  Windsor  arrived  at  the 
house,  Curtis  could  no  longer  speak,  and  he 
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did  not  even  know  they  g 
were  there.  “We  were 
there  about  45  minutes  to 
an  hour.  The  family  was 
very  open  about  having  us 
there.  I  kind  of  stayed  in 
the  background.  I  talked 
to  the  mother  ...  his  wife, 
other  people  in  the  room. 

We  would  have  stayed  a 
little  longer,  but  he  was 
breathing  harder,  and  1 
felt  it  was  time  to  leave,” 
says  Landry. 

Landry  says  she  ex¬ 
pected  complaints  from 
readers  about  the  photo, 
but  was  surprised  by  the 
reaction.  “I  was  just 
astounded  by  the  amount 
of  response  we  got  and  | 
how  strongly  positive  it 
was,  and  how  people  felt 
this  . . .  really  told  the  story  about  smoking 
in  a  way  that  other  things  they  saw  hadn’t,” 
says  Landry. 

City  editor  Sherry  Robinson  says  the 
decision  to  go  ahead  with  the  story  turned 
on  the  photographs  that  Landry  had  shown 
her.  “These  were  pictures  that  his  Mom 
brought  in.  The  transformation  was  incredi¬ 
ble.  There  was  nothing  sort  of  really  newsy. 
People  die  of  cancer  every  day.  But  I  think 
what  made  this  story  different  was  the  pic¬ 
tures  and  the  fact  this  guy,  who  was  every 
guy,  wanted  to  do  something  in  the  last 
remaining  days  of  his  life,”  says  Robinson. 


FLORIDIAN 


VouoouU 

calil 

‘Sural 


The  story  wound  up  on  the  front  page  of 
the  paper’s  weekday  features  section,  called 
“Floridian.”  Robinson  says  the  story  was 
put  there  because  it  allowed  the  reader  more 
time  to  read  the  story  and  there  was  enough 
space  to  run  the  two  photographs  together 
to  show  what  the  disease  had  done. 

“This  was  the 
kind  of  a  story 
that  people  really 
needed  some  time 
to  look  at,  and 
they  needed  some 
time  to  digest 
those  pictures  be¬ 
cause  they  were 
quite  incredible,” 
says  Robinson. 

Times  executive 
editor  Paul  Tash 
says  he  wasn’t  sure 
what  kind  of  reac¬ 
tion  the  photo 
would  get.  “As 
much  as  I  was  try¬ 
ing,  at  least  hypo¬ 
thetically,  to  find 
an  alternative,  I  felt 
the  power  of  those 
photographs 
demanded  that 
they  be  played  the  way  they  were,  and  so  I 
was  curious  as  to  what  the  reaction  would 
be,”  says  Tash. 

He  says  one  caller  wanted  a  son,  who 
only  gets  the  Sunday  edition  of  the  paper,  to 
see  the  story  and  photos  and  asked  that  it  be 
run  again  that  day. 

Nancy  Waclawek,  the  assistant  managing 
editor  for  features,  says  Curtis  had  a  mes¬ 
sage  that  he  wanted  people  to  know. 

“I  think  we  played  the  story  straight.  I 
think  we  were  honest  about  the  photogra¬ 
phy.  It  was  sensational  in  and  of  itself  be¬ 
cause  of  the  news  it  communicated.”  ■■ 


SL  Paul:  cartoon  not  racist 


St.  Paul’s  Department  of  Human 
Rights  backed  off  its  charge  that  a 
controversial  St.  Paul  (Minn.)  Pioneer 
Press  editorial  cartoon  about  the  Uni¬ 
versity  of  Minnesota  basketball  program 
amounted  to  racial  discrimination. 

Human  rights  director  Tyrone  Terrill 
made  that  charge  June  7  about  a  Kirk 
Anderson  cartoon  entitled  “The  Planta¬ 
tion,”  which  commented  on  allegations 
of  academic  fraud  in  the  men’s 
basketball  team  by  showing  black  play¬ 
ers  in  a  game  with  one  white  spectator 


saying  to  another,  “Of  course,  we  don’t 
let  them  learn  to  read  or  write.” 

After  a  June  22  meeting  with  Pioneer 
Press  editorial  page  editor  Ron  Clark 
and  attorney  Laura  Davis,  Terrill  told 
the  paper  he  was  dropping  the  charge. 
Terrill  did  not  return  phone  messages  to 
comment  on  the  decision.  Davis  told  the 
Pioneer  Press, 

“It  was  a  very  pleasant  meeting. 
There  was  no  admission  of  anything 
done  that  was  unlawful,  unethical,  or 
improper.”  —  Mark  Fitzgerald 
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Express-News  spams 
itself  over  Spurs 

E-mail  debate  over  team  boosterism  clogs  system 


by  Mark  Fitzgerald 

A  suggestion  that  employees  dec¬ 
orate  their  work  areas  to  sup¬ 
port  the  Spurs  pro  basketball 
team  touched  off  such  a  furious  and 
crowded  e-mail  debate  at  the  San 
Antonio  Express-News  that  the  technol¬ 
ogy  director  was  forced  to  pull  the  plug 
on  the  system  to  prevent  a  crash. 

In  a  frenzied  45-minute  period  June 
10,  the  newspaper  computer  system 
suffocated  from  self-inflicted  spam¬ 
ming  as  the  original  suggestion  —  e-mailed 
to  all  1,100  Express-News  employees  — 
prompted  a  barrage  of  responses  pro  and 
con,  nearly  all  of  them  sent  by  the  “reply  to 
all”  function  and  requesting  a  “receipt” 
acknowledging  the  e-mail  had  been  opened. 

As  the  newspaper’s  e-mail  system 
slowed  to  a  crawl,  some  irritated  employees 
in  effect  poured  gasoline  on  the  network  fire 
by  sending  off  e-mails  complaining  the 
debate  was  a  waste  of  time  —  while  others 
cheered  on  one  side  or  the  other  with  reply- 
to-all  slogans  such  as  “You  go,  sister!” 

The  paper’s  help  desk  was  inundated 
with  calls.  At  the  Express-News,  one 
router  handles  not  only  internal  e-mail  — 
but  also  the  paper’s  electronic  data  inter¬ 
change  (EDI)  that  takes  orders  from 
advertisers.  An  undetermined  number  of 
insert  orders  got  buried  in  Spurs  e-mail 
debate,  which  took  place  in  the  late-after- 
noon  prime  time  for  advertisers. 

Also  lost  in  the  tangle  of  e-mail  that 
afternoon:  Warnings  from  system  man¬ 
agers  about  the  so-called  Zip.exec 
“worm”  computer  virus  that  was  destroy¬ 
ing  files  at  businesses  across  the  nation. 

“You  had  everybody  replying  to  every¬ 
body,  and  everybody  getting  a  receipt  to 
notify  everybody.  It  caused  the  e-mail 
router  to  really  slow  down,”  says  Nina 
Brooks,  the  paper’s  director  of  technology 
and  pre-press.  Brooks  was  away  from  her 
computer  at  the  time  —  but  learned  of  the 
problem  when  “all  my  pagers  went  off. 

“I  made  the  decision  that  I  was  going  to 
take  [the  e-mail  system]  down  because  if 
we  didn’t  —  it  was  going  to  crash,” 
Brooks  says.  “The  e-mail  didn’t  crash,  but 
we  had  come  to  an  absolute  standstill.” 


Dorothy  Szemiot 


The  problem  affected  neither  the  news¬ 
paper’s  Web  site,  www.express-news.com, 
nor  the  Internet  service  it  offers  commer¬ 
cially,  ENConnect,  Brooks  says. 

For  Brooks,  the  near-crash  is  not  so 
much  about  technology  as  philosophy.  “I 
guess  it  comes  down  to:  What  is  e-mail 
for?”  she  says.  “I  look  at  e-mail  as  a  crit¬ 
ical  production  tool  for  management. 
Some  people  here  disagree  and  see  this  as 
a  way  to  discuss  issues.  We  have  a  bul¬ 
letin  board  for  that. 

“If  somebody  got  a  megaphone  and 
climbed  on  a  desk  in  the  middle  of  the 
newsroom  and  shouted,  ‘You  go,  sister,” 
[he  or  she]  would  be  taken  out  of  the  paper 
for  disrupting. ...  If  I  use  the  [newspaper’s] 
Xerox  machine  to  make  1,500  copies  to 
send  something  out,  that  is  wrong.  What’s 
the  difference  in  this  case?” 

The  e-mail  gridlock  started  out  as  a  dif¬ 
ference  of  philosophy  of  another  sort.  San 


Antonio  was  gripped  with  basketball  fever 
as  the  Spurs  advanced  to  the  NBA  finals 
against  the  New  York  Knicks. 

The  paper  devised  an  intracompany 
workplace  decoration  contest  called  “Go 
Spurs  Go.”  The  contest,  similar  to  those 
run  during  the  Halloween  or  Christmas 
sea.sons,  was  part  of  the  paper’s  United 

_ Way  campaign.  Brooks  says. 

i  Human  resources  manager  Gus 
Gonzalez  urged  employees  to  partic¬ 
ipate  in  an  e-mail  that  went  out  to  all 
employees  at  the  paper’s  three  build¬ 
ings.  He  drew  a  sharp  negative 
response  from  business  reporter 
Bonnie  Pfister,  who  argued  that  the 
paper  should  not  be  a  booster  for  the 
Spurs.  It  was  her  “reply  to  all” 
response  that  set  off  the  e-mail  near- 
j  crash.  Pfister  did  not  return  a  phone 
_ 1  message  for  comment. 

In  his  column  the  Sunday  after  all 
the  excitement,  Express-News  editor 
Robert  Rivard  describes  what  happened 
next:  “Most  disagreed  with  Pfister,  and 
they  did  so  vehemently.  She  was  abusing 
the  e-mail  system.  She  was  wrong: 
Journalists  are  spoilsports  with  their 
incomprehensible  code  of  ethics. 

“There  also  were  a  fair  number  of 
‘Leave  me  alone;  I’ve  got  work  to  do’ 
messages.  One  writer  congratulated 
Gonzalez  on  single-handedly  ferreting  out 
all  the  employees  with  nothing  else  to  do. 

“For  all  practical  purposes,  work  came 
to  a  halt.  It  was  an  all-out  electronic  food 
fight.”  Rivard  himself  contributed  to  the  e- 
mail  debate,  noting  the  conflicts  inherent 
in  covering  a  big  story  while  also  engaging 
in  some  promotions  with  the  Spurs.  All  in 
all.  he  says,  the  experience  was  reassuring. 
“A  company  where  employees  are  not 
afraid  to  express  themselves  is  probably  a 
healthy  place  to  work.”  he  writes. 


Colombia  halts  talks  to  free 
reporter,  ether  hostages 


When  Colombia’s  second-largest  guer¬ 
rilla  group,  the  National  Liberation 
Army,  kidnapped  more  than  150  people  as 
they  were  leaving  Sunday  Mass  May  30  at 
a  church  in  an  upscale  Cali  neighborhood, 
one  of  the  people  swept  up  in  the  auda¬ 
cious  raid  was  Camilo  Valencia  Trujillo,  a 
correspondent  for  the  Spanish  newspaper, 
ABC,  in  Madrid. 

Since  then,  the  guerrillas  have  freed  all 
but  34  of  the  captives,  with  Valencia  still 


among  the  hostages.  Free  press  groups, 
such  as  the  Journalists  Protection  Com¬ 
mittee  of  Colombia,  are  urging  the  gov¬ 
ernment  to  do  more  to  free  Valencia  and 
the  other  captives.  On  June  23,  however, 
the  government’s  national  ombudsman, 
Jose  Fernando  Castro,  said  he  would  no 
longer  negotiate  for  the  release  of  the 
hostages  because  the  guerrillas’  demand 
for  ransom  lent  “an  aspect  of  extortion”  to 
the  situation.  —  Mark  Fitzgerald 
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Pols  take  sword 
to  ‘shield’  bill 

A  bill  that  would  give  reporters  in 
North  Carolina  limited  protection  from 
having  to  testify  and  reveal  their  sources 
in  court  faces  an  uncertain  future. 

While  members  of  the  North  Carolina 
Press  Association  and  key  editors  at  news¬ 
papers  across  the  state  had  expected  the 
so-called  shield  law  proposal  to  be 
approved  by  state  lawmakers  without 
much  trouble,  the  measure  has  become 
bogged  down  and  even  weakened  while 
going  through  the  lawmaking  process. 

Officials  are  discussing  whether  to  live 
with  the  weakened  version  of  the  bill  or  to 
a-sk  that  the  measure  be  sent  to  a  conference 
committee  of  the  state  House  and  Senate. 

Teri  Saylor,  executive  director  of  the 
press  association,  says  they  may  just  let 
the  amended  version  pass,  rather  than  tak¬ 
ing  the  chance  of  having  the  bill  go  before 
a  legislative  conference  committee. 

Last  week,  the  House,  by  a  91-21  vote, 
passed  the  Senate  version  of  the  bill,  and, 
in  an  unusual  move,  later  recalled  it  and 
tacked  on  a  couple  of  amendments,  includ¬ 
ing  one  that  weakened  the  proposed  law. 

The  original  language  in  the  bill  said 
there  needed  to  be  “clear  and  convincing 
evidence”  that  the  testimony  was  critical 
and  not  available  elsewhere.  But  one  of  the 
amendments,  which  was  passed  by  a  105- 
6  vote,  said  those  seeking  testimony  would 
only  have  to  show  a  “greater  weight  of  evi¬ 
dence,”  a  lower  legal  threshold. 

—  David  Noack 

Tussle  continues 
over  riot  images 

The  legal  wrangling  over  whether  1 1 
news  organizations,  including  the  Lansing 
State  Journal  and  the  Detroit  Free  Press, 
have  to  turn  over  unpublished  photos  and 
videotape  of  a  riot  at  Michigan  State  Uni¬ 
versity  continues  in  court. 

While  a  judge  ruled  last  week  that  the 
newspapers  and  TV  stations  did  not  have  to 
turn  over  the  material,  Ingham  County 
prosecuting  attorney  Stuart  J.  Dunnings  III 
says  he  plans  to  appeal.  The  rioting,  which 
police  said  involved  more  than  10,000  peo¬ 
ple  rampaging  through  the  university  cam¬ 
pus  and  city  of  East  Lansing  in  late  March, 
was  supposedly  sparked  by  the  university 
basketball  team’s  loss  to  Duke  University’s 
team  in  the  National  Collegiate  Athletic 
Association’s  Final  Four  playoffs. 

Herschel  P.  Fink,  who  represents  the 
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Free  Press  and  three  TV  stations,  says 
that  a  1995  state  law  is  clear  that  the 
news  media  does  not  have  to  turn  over 
the  material  requested  by  the  Ingham 
County  prosecutor. 

“In  reality,  it’s  all  nonsense.  This  mate¬ 
rial  is  in  no  way  going  to  help  him  prose¬ 
cute  anybody.  He’s  already  prosecuting 
somewhere  in  the  neighborhood  of  130 
defendants.  The  prosecutor  understands 
that  there  is  a  small,  small  likelihood  of 
there  being  anything  on  these  tapes  and 
photos  that  is  going  to  help  him.  We  are 
talking  milling-crowd  shots  and  things  like 
that.  At  this  point,  it  has  become  some  kind 
of  a  contest  where  the  last  one  standing 
wins.”  says  Fink.  —  David  Noack 

Gates’  snapshot 

Corbis,  a  photo  and  image  agency 
owned  by  Bill  Gates,  is  getting  into  the 
news  business  with  the  purchase  of 
Sygma,  the  major  French  photo  agency, 
the  AP  reports.  The  deal  will  create  what 
Seattle-based  Corbis  calls  the  biggest 
photo  and  image  database  in  the  world 
with  some  65  million  images.  The  com¬ 
panies,  both  closely  held,  did  not  release 
terms  of  the  deal.  Sygma,  with  some  40 
million  images  and  a  photo  assignment 
business,  competes  with  agencies  such  as 
Sipa  and  Gamma  and  the  AP. 

S.F.  newspapers 
rack  up  victory 

Newspapers  are  claiming  victory  in  San 
Francisco,  where  a  federal  judge  voided  a 
new  law  limiting  the  type  and  number  of 
news  racks  on  city  streets,  the  San 
Francsico  Chronicle  reports.  U.S.  District 
Judge  Saundra  Brown  Armstrong  issued  a 
preliminary  injunction  against  the  law,  say¬ 
ing  it  appeared  to  lack  an  adequate  appeals 
process  for  newspapers  who  are  denied  use 
of  racks.  The  law,  the  latest  effort  by  a  city 
to  regulate  racks,  would  put  racks  under  the 
city’s  control.  The  city  argued  it  needed  the 
ordinance  to  keep  the  streets  free  of  clutter, 
but  several  newspaper  companies  com¬ 
plained  that  it  violated  free-speech  rights 
and  discriminated  against  smaller  papers. 

AP  monopoly 
case  dismissed 

A  federal  appeals  court  has  upheld  the 
1996  dismissal  of  a  lawsuit  accusing  The 
Associated  Press  of  trying  to  monopolize 


the  electronic  delivery  of  newspaper  adver¬ 
tising,  the  AP  reports.  Ad  delivery  compa¬ 
ny  AD/SAT  had  filed  suit,  alleging  the  AP’s 
5-year-otd  AdSEND  service,  which  deliv¬ 
ers  ads  to  newspapers  via  satellite,  poses  a 
monopoly  threat.  A  federal  district  court 
dismissed  the  suit  in  1996,  saying  there 
were  other  competitors  in  the  market. 
Other  defendants  in  the  suit  were  the 
Newspaper  Association  of  America,  the 
National  Newspaper  Network,  Cox 
Enterprises  Inc.,  Advance  Publications 
Inc.,  and  four  AP  member  papers. 


The  news  media  can  be  sued  for  infil¬ 
trating  an  office  and  secretly  recording  an 
employee  because  the  worker  has  the  right 
to  expect  that  private  conversations  with 
coworkers  won’t  be  taped,  a  court  ruled. 

The  California  state  Supreme  Court 
ordered  a  lower  court  to  reconsider  its  deci¬ 
sion  to  overturn  a  $1.2  million  damage 
award  to  a  psychic  hotline  employee,  the 
AP  reports.  An  ABC  News  reporter  posing 
as  a  co-worker  taped  conversations  with  the 
hotline  employee.  Part  of  the  tapes  were 
broadcast  nationally  on  “Prime  Time  Live.” 

A  secret  recording  may  be  defensible  if 
the  news  organization  can  show  it’s  nec¬ 
essary  for  news  coverage  and  if  the  work¬ 
place  is  open  to  the  public,  the  Supreme 
Court  opinion  says. 


More  than  600  employees  of  The 
(Baltimore)  Sun  represented  by  the  Wash- 
ington-Baltimore  Newspaper  Guild  voted 
June  22  to  accept  the  paper’s  four-year 
contract  proposal,  which  includes  wage 
and  benefit  increases  and  the  addition  of 
Martin  Luther  King  Jr.’s  birthday  as  a 
paid  holiday. 

The  union  membership  ratified  the 
agreement  in  a  voice  vote,  according  to 
The  Sun.  The  approval  followed  about 
two  months  of  negotiations. 

Sun  spokeswoman  Carol  Dreyfuss 
says  the  new  contract  provides  for  annu¬ 
al  wage  increases,  beginning  with  2.7% 
the  first  year  and  rising  incrementally  to 
3.6%  the  last  year.  The  contract  also  pro¬ 
vides  new  stock  options  for  workers  and 
a  higher  starting  rate.  The  Guild  repre¬ 
sents  678  Sun  employees,  most  in  editor¬ 
ial  positions.  —  Joe  Strupp 
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Watercooler  talk 
off  the  record 
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Network  security’s 
no  mystery  at  Nexpo 

Safeguarding  newspapers’  nervous  systems 


by  Jim  Rosenberg 

Plan,  protect,  and  maintain  were  the 
messages  of  the  three  sessions  of  a 
two-day  “Demystifying  Networks” 
workshop  at  Nexpo  '99  in  Las  Vegas  earlier 
this  month.  The  workshop  drew  on  the 
know-how  of  managers  and  business  part¬ 
ners  of  The  Atlanta  Journal-Constitution. 

With  virtually  all  dailies  using  at  least 
some  local  computer  networking,  and  most 
likely  having  access  to  the  Web  from  at  least 
one  machine,  the  age  of  the  Internet  arrived 
along  with  hacking  hazards  (unauthorized 
system  access)  and  contagious  code  (trans¬ 
missible,  unauthorized  computer  instruc¬ 
tions).  So  it  was  no  surprise  that  the  ses¬ 
sions,  pulled  together  by  A/C  computer  ser¬ 
vices  director  Ed  Baer,  opened  with  an 
examination  of  systems  security.  The  mat¬ 
ter  is  of  immediate  concern  to  managers, 
regardless  of  their  network  plans  or  future 
needs  —  topics  of  the  next  two  sessions. 
(See  the  technology  section  in  the  upcom¬ 
ing  July  31  E&P.) 

Inattention  to  network  security,  says 
Baer,  risks  a  newspaper’s  ability  to  publish. 
Neither  firewalls  between  internal  and  pub¬ 
lic  networks  nor  protective  software  is 
enough,  he  contends,  because  security  is 
not  always  a  technical  issue.  Baer  urged 
managers  everywhere  to  be  alert  to  possible 
vulnerabilities  and  to  communicate  with 
network  users,  educating  them  in  the  prop¬ 
er  response  to  hazards. 

Still  at  work  on  an  employee-awareness 
campaign,  Mike  Goss,  A/C  security  ad¬ 
ministration  manager,  says  the  paper’s 
human-resources  department  now  assists 
network  security  by  adding  safe  computing 
to  its  other  musts  for  getting  hired  —  pass¬ 
ing  a  drug  test  and  a  background  check. 

Goals  for  system  safety,  says  Goss,  are 
security  against  outside  access,  round-the- 
clock  availability,  data  integrity,  and  privacy 
(need-to-know  internal  access). 

Goss  says  his  newsroom’s  mainframe- 
and-terminal  Atex  system,  in  use  through 
the  early  1990s,  “didn’t  even  allow  dial-in 
back  in  the  early  days.”  Now,  he  says,  “that 
environment  has  completely  changed.” 
That’s  true  inside  and  outside  his  or  anyone 
else’s  paper.  By  year-end,  the  Internet  will 
have  an  estimated  132  million  users. 


The  Internet  or  other  external  access 
amounts  to  the  “biggest  threat”  to  a  busi¬ 
ness  network,  says  Goss,  who  says  he’s 
bothered  most  by  hackers  because  of  “how 
well  they  can  hide.” 

Outside  access  is  possible  with  such 
products  as  Timbuktu  and  Copycat  (use  of 
which  should  be  controlled,  he  says)  and 
with  hackers’  tools  available  on  the  Web. 

For  protection,  Goss  recommends: 

•  changing  IDs  and  passwords  often; 

•  controlling  dial-up  environments; 

•  using  defensive  software; 

•  allowing  vendors  access  only  via  secure 
identification; 

•  routing  all  external  communications  to 
an  isolated  network  “so  the  integrity  of  your 
production  network  remains;”  and 

•  writing  simple  scripts  that  check  and  re¬ 
port  if  the  sizes  of  programs  change  signifi¬ 
cantly  or  if  there  is  a  rapid  succession  of 
guest  IDs  applying  for  access. 

Other  dangers  lurk  in  e-mail,  where  Goss 
cites  the  examples  of  the  federal  govern¬ 
ment  using  Microsoft  e-mail  to  refute  Bill 
Gates’  video  testimony  and  Chevron  set¬ 
tling  with  employees  offended  by  others’  e- 
mail  postings. 

Protective  policies  can  include  allowing 
only  company-sanctioned  activities,  recog¬ 
nizing  no  e-mail  as  private,  allocating  limit¬ 
ed  storage  capacity  (20  megabytes),  and 
scheduling  regular  pui^es  (every  20  days 
for  all  but  critical  information). 

Though  encryption  is  available,  Goss 
points  out  that  it  works  only  when  the  cre¬ 
ator/sender  and  user/receiver  have  the  same 
algorithm.  Its  advantage  is  that  even  if  a  net¬ 
work  is  hacked,  communications  will  likely 
remain  incomprehensible  to  snoopers. 

Malicious  or  merely  mischievous  code 
can  make  its  way  onto  networks  via  e-mail 
attachments,  vendors’  and  users’  infected 
disks,  downloaded  shareware,  and  remote- 
access  software. 

Not  only  is  the  number  of  viruses  and 
similar  rogue  programs  growing,  says  Goss, 
but  so  too  is  their  prevalence,  according  to 
A/C  monthly  comparisons  of  instances  of 
detection.  To  deal  with  this  in  a  quick  and 
coordinated  fashion,  Goss  established  a 
virus-response  team  with  representation 
from  all  departments. 

With  each  new  virus  came  another  warn¬ 


ing.  So,  because  employees  eventually 
began  ignoring  the  warnings,  says  Goss, 
“we  try  to  key  on  the  viruses  that  are  really 
dangerous.”  The  best  protection,  he  says,  is 
routine  scanning  for  viruses  on  PCs.  Other 
measures  include  using  only  licensed  soft¬ 
ware  copies;  scanning  all  media  before  dis¬ 
tributing  it;  re-evaluating  antivirus  software 
monthly;  and  reporting  all  incidents. 

That  danger  multiplies,  says  Baer, 
because  “as  you  move  to  a  network  world, 
you  evolve  to  a  single  network.”  Where 
hacking  and  infection  were  once  confined 
to  departments,  a  single  network  —  for  all 
its  possible  efficiency  and  maintenance 
gains  —  exposes  the  entire  company. 

Networks  may  be  overwhelmed  as  easily 
as  they  are  invaded.  “Like  anyone  else,” 
says  Goss,  “spamming  occurs  at  the  A/C  on 
a  regular  basis.”  Last  fall,  one  such  unso¬ 
licited,  inexpensive  mass  e-mailing  (ads  for 
pornography)  began  arriving  on  a  weekend 
and  took  down  its  system. 

Filters  and  e-mail  upgrades  able  to  block 
unwanted  messages  help  prevent  spam. 
Whatever  does  get  through  can  be  identified 
from  an  e-mail’s  delivery  information  or  by 
contacting  www.networksolutions.com. 
The  information,  says  Goss,  is  best  sent  to 
the  paper’s  Internet  service  provider.which 
can  shut  down  the  source. 

Urging  wariness  of  chain  e-mails,  the 
network  security  chief  says  staffers  can  rec¬ 
ognize  the  often  helpful-sounding  messages 
by  their  alarming  hook,  elaboration  of  an 
imaginary  threat,  and  request  to  copy  the 
message  to  others. 

A  last  threat  to  a  network  is  from  within. 
Pirating  software  is  a  federal  offense  pun¬ 
ishable  by  imprisonment,  fines,  and  damage 
awards.  Goss  suggests  putting  one  person  in 
control  of  original  disks  (or  purchases 
receipts  or  documentation)  and  periodically 
auditing  departments. 

Goss  recommends  an  electronic  com¬ 
munications  policy  to  establish  access 
authorization  and  responsibility;  create 
guidelines  with  defined  restrictions  and 
system-related  accountability;  and  provide 
for  temporary  exceptions.  (“You’re  never 
going  to  develop  a  policy  that  all  depart¬ 
ments  can  comply  with  100%,”  ht  says.) 
The  policy  document  should  include  an 
acknowledgement  form  to  be  signed  by  the 
network  user. 

Beyond  management  commitment,  legal 
dep^ment  approvals,  and  third-party  coop¬ 
eration,  says  Goss,  successful  implementa¬ 
tion  requires  departmental  buy-in. 

“We  advertise  it  on  AJC-TV”  and  com¬ 
municate  the  policy  “through  voice  and  e- 
mail  messages,”  says  Goss. 
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Wall  Street  goes  Hollywood 

The  Journal:  ‘We’re  ready  for  our  close-up,  Mr.  DeMille’ 


by  David  Noack 

The  newspaper  that  used  to  advertise 
itself  as  “The  Daily  Diary  of  the 
American  Dream”  is  now  teaming 
up  with  dream-makers  in  Hollywood. 

The  Wall  Street  Journal  has  hired  one 
of  Tinseltown’s  top  talent  agencies, 
Creative  Artists  Agency  (CAA),  to  repre¬ 
sent  the  newspaper  when  it  comes  to 
pitching  and  fielding  story  ideas  for  TV 
and  motion  pictures. 

The  deal  opens  the  door  for  the 
possibility  that  the  Journal's  finan¬ 
cial  tales  of  power,  intrigue,  com¬ 
pelling  characters,  and  dealmaking 
will  be  working  their  way  to  the 
silver  screen. 

Officials  at  the  Journal  down¬ 
played  the  move  to  hire  CAA,  say¬ 
ing  it  was  done  to  better  manage  the 
process  when  calls  come  in  regard¬ 
ing  stories  that  have  appeared  in  the 
newspaper.  While  inquires  have 
been  made  in  the  past  about  Journal 
stories,  no  deals  have  come  to  pass. 

Richard  J.  Tofel,  a  spokesman 
for  Dow  Jones  &  Co.  Inc.,  which 
owns  the  Journal,  says  the  newspa¬ 
per  periodically  gets  calls  from 
producers  and  agents  about  a  par¬ 
ticular  story  but,  until  recently, 
lacked  a  method  of  dealing  with  the 
request. 

All  the  CAA  arrangement  is 
doing,  Tofel  says,  is  providing  a 
process  and  point  man  to  handle  the 
details.  The  agent  handling  calls  to 
the  Journal  is  Bob  Bookman. 

“The  Journal  news  department 
has  fielded  expressions  of  interest 
for  years  in  film  and  television  rights, 
and  they  concluded  that  it  would  be  more 
sensible  to  have  a  professional  in  that 
business  to  field  those  calls  and  that  if 
one  were  going  to  go,  you  might  occa¬ 
sionally  have  that  person  pitch  stories 
affirmatively  to  producers,  studios, 
[etc.]”  says  Tofel. 

He  says  the  company  interviewed  a 
number  of  agencies  and  individuals  before 
settling  on  CAA.  The  agency  will  not 
handle  book  deals.  Reporters  who  strike 
book  deals  can  do  so,  in  exchange  for  the 
newspaper  having  first  serial  rights. 

Tofel  says  reporters  who  write  a  story 
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that  is  eventually  made  into  a  TV  show  or 
movie  would  also  share  in  the  money. 
How  much  money  they  would  get 
remains  to  be  seen. 

He  says  CAA  will  not  get  stories  in 
advance,  but  will  see  them  when  they 
are  published. 

For  years,  movies  and  TV  series  have 
created  story  plots  from  news  headlines. 
Stephen  J.  Adler,  an  assistant  managing 
editor  who  is  handling  the  effort,  says  the 


uniqueness  of  the  Journal  stories  make 
them  attractive. 

“Our  front-page  stories  are  often  narra¬ 
tive  accounts  with  strong  characters  and 
strong  plot  lines,  and  so  sometimes  they 
bear  resemblance  to  movie  plots.”  says 
Adler.  “These  would  be  our  front-page 
enterprise  story  where  we  would  intro¬ 
duce  a  character  that  the  reader  previous¬ 
ly  didn’t  know  about,  or  we  tell  a  story 
exclusively,  which  is  what  most  of  our 
Page-One  stories  are.” 

He  says  interest  has  been  expressed  in 
Susan  Carey’s  Journal  article  on  the 
ordeal  of  passengers  stuck  for  seven 


hours  in  a  Northwest  Airlines  plane  that 
sat  on  a  Detroit  airport  runway  right  after 
a  snowstorm  last  New  Year’s  weekend. 

“I’ve  definitely  gotten,  just  in  the  last 
month,  two,  three,  or  four  inquiries 
about  other  things  as  well.  This  is  some¬ 
thing  we’re  doing  partly  for  our  internal 
efficiency,”  says  Adler. 

“It’s  Just  useful  for  us  to  have  someone 
in  Hollywood  who  understands  this  .stuff 
better  than  we  do  and  sort  out  whether 
something  is  real  or  not,”  says  Adler, 
who  adds  that  the  paper  doesn’t  expect 
this  effort  to  be  a  big  moneymaker. 

He  says  the  deal  will  not  get  in  the  way 
of  good  journalism  —  meaning  there 
won’t  be  a  slew  of  stories  showing  prefer¬ 
ential  treatment  toward  Hollywood 
—  and  that  reporters  will  continue 
to  cover  the  movie  industry  the 
same  as  they  do  other  businesses. 

Mike  Lange,  a  spokesman  for 
the  Los  Angeles  Times,  says  the 
paper  is  not  repre.sented  by  an 
agent,  but  reporters  can  negotiate 
their  own  deals.  He  says  the  news¬ 
paper  retains  the  rights  to  the 
printed  story. 

Representatives  of  The  Associated 
Press  and  Knight  Ridder  say  they 
have  not  gone  the  agent  route,  either. 

Lisa  Carparelli,  a  spokeswoman 
for  The  New  York  Times,  says  that 
while  the  paper  has  considered  the 
idea  of  hiring  an  agent  to  represent 
it  in  movie  and  TV  deals,  it  has  not 
done  so. 

Instead,  reporters  and  editors 
who  are  contacted  by  producers, 
agents,  or  studio  representatives 
must  rely  on  the  Times'  overall 
conflict-of-interest  policy  for 
guidance. 

The  Times'  policy  states,  in  part: 
“Under  no  circumstance  should  a 
correspondent  or  editor  engage  in 
discussions  of  any  sort  with  an 
agent,  studio  executive,  or  filmmaker 
about  the  possibility,  however  remote,  of 
optioning  the  rights  to  a  story  or  story 
idea,  before  that  story  has  been  published 
in  the  Times.  Even  after  the  story  is  pub¬ 
lished,  writers  and  editors  should  consult 
with  the  Legal  Department  and  with 
News  Administration  prior  to  entering 
into  discussions.” 

Mimi  Feller,  a  spokeswoman  for  Gan¬ 
nett  Co.  Inc.,  says  its  flagship  USA  TODAY 
employs  an  agent  for  product  placement, 
to  get  the  newspaper  shown  in  a  movie 
shot,  but  that  the  company  has  no  plans  to 
hire  an  agent  to  pitch  stories.  HI 
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Sun-Times  staff 
rejects  union 

By  a  1 18-60  vote  June  18,  advertising 
and  sales  staff  at  the  Chicago  Sun-Times 
rejected  representation  by  the  Chicago 
Newspaper  Guild.  The  union  organizing 
campaign  was  sparked  by  proposed 
changes  in  commissions  and  sales  goals. 

Management  may  have  tried  to  do  too 
much  too  fast  and  not  been  responsive  to 
the  staff,  acknowledges  Ted  Rilea,  the 
paper’s  vice  president  for  labor  relations 
and  human  resources.  The  paper  installed 
Larry  Green,  former  managing  editor,  as 
ad  manager,  and  pledged  to  listen  to 
employees’  concerns. 

“The  bottom  line  is,  if  they  keep  all 
their  promises,  work  lives  will  be 
improved,”  says  Jerry  Minkkinen,  execu¬ 
tive  director  of  the  union  local.  The  Sun- 
Times'  editorial  and  production  staff,  as 
well  as  delivery  drivers,  already  are  repre¬ 
sented  by  a  number  of  unions. 

—  Lucia  Moses 

AP  communicator 
returns  to  roots 

Kelly  Smith  Tunney  takes  over  as  The 
Associated  Press’  director  of  corporate 
communications,  a  department  she  founded 
20  years  ago.  She  also  retains  her  current 
title  of  assistant  to  president  Lou  Boccardi. 

Tunney  replaces  Tori  Smith,  who 
leaves  July  15  to  pursue  a  doctorate  in 
journalism  at  the  University  of  North 
Carolina,  Chapel  Hill.  Smith  worked  in 
the  department  nine  years  and  has  been 
director  for  three.  —  Lucia  Moses 

Ore.,  Ariz., 
weekiies  sold 

Thomson  Newspapers  bought  The 
Prospector  Magazine,  a  3-year-old  free 
weekly  shopper,  from  Desert  Publications 
in  Yuma,  Ariz.  Steve  Klinger  of  W.B. 
Grimes  &  Co.  represented  the  seller. 

Elsewhere,  Michael  and  Tracy  Rafter 
recently  completed  their  purchase  of  the 
Valley  Times  in  Milton-Freewater,  Ore.,  a 
2,200-paid  circulation  weekly,  from  Terry 
Hager.  Michael  Rafter  formerly  worked 
for  the  corporate  office  of  Community 
Newspaper  Co.  in  Needham,  Mass.  Tracy 
Rafter  is  the  former  publisher  of  two 
southeastern  Massachu.setts  dailies. 

—  Lucia  Moses 


Gannett  Co.  bids 
for  U.K.  history 

Gannett  Co.  Inc.  is  looking  to  acquire  a 
piece  of  history.  The  largest  U.S.  newspa¬ 
per  company  in  terms  of  circulation, 
Gannett  made  a  $1.43  billion  (£904  mil¬ 
lion)  cash  bid  for  Newsquest  Pic.,  Britain’s 
largest  publisher  of  regional  newspapers. 
Newsquest  publishes  180  titles,  including 


Berrow’s  Worcester  Journal,  the  world’s 
oldest  continuously  published  paper. 
Newsquest  has  11  dailies;  the  rest  are 
weeklies  and  niche  publications. 

The  offer  has  acceptance  from  share¬ 
holders  representing  51.7%  of  Newsquest 
shares.  The  acquisition  doesn’t  signal  the 
start  of  a  major  expansion  in  Europe, 
Gannett’s  vice  president  and  chairman 
Douglas  McCorkindale  tells  Reuters. 

—  Lucia  Moses 
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Announces 

THE  KAISER  MEDIA 
FELLOWS  IN  HEALTH 
FOR  1999 


Six  journalists  have  been  selected  as  1999  Kaiser  Media  fellows: 

Fred  de  Sam  Lazaro,  correspondent.  The  NewsHour  with  Jim  Lehrer,  executive  producer, 

KTCA-Twin  Cities  Public  Television,  St.  Paul,  MN 

Project;  The  role  of  intemational  medical  graduates  in  providing  health  care  in 
under-served  urban  centers  and  rural  areas  in  the  U.S. 

Linda  Wright  Moore,  editorial  writer,  The  Philadelphia  Daily  News 

Project:  Disparities  in  health  status  and  access  to  medical  care  between  black  and 
white  Americans 

Charles  Omstein,  health  business  reporter.  The  Dallas  Morning  News 

Project:  The  evolving  role  of  employers  in  the  health  care  system — what  role  should 
they  play  in  providing  benefits  for  employees,  retirees  and  their  families? 

Joe  Paica,  correspondent,  science  desk.  National  Public  Radio 

Project;  How  clinical  trials  work — the  ethical,  medical,  financial  and  societal  issues 
involved 

Neil  Rosenberg,  senior  medical  reporter.  The  Milwaukee  Journal  Sentinel 

Project;  Differences  in  health  care  treatment  due  to  race,  gender  and  age 

Brenda  Wilson,  correspondent  and  editor  for  public  health,  health  policy  and  medicine. 

National  Public  Radio 

Project:  AIDS  and  HIV  prevention  efforts  in  South  Africa — attitudes  toward 
sexuality,  Western  medicine,  death  and  disease-and  the  implications  for  the  U.S. 


In  2000,  the  Kaiser  Media  Fellowships  Program  will  again  award  up  to  six  fellowships  to  print, 
television  and  radio  journalists  and  editors  interested  in  health  policy,  healthcare  financing  and 
prblic  health  issues.  Information  about  the  2000  program  will  be  available  shortly,  with 
applications  due  in  March  2000.  The  aim  is  to  provide  journalists  with  a  highly  flexible  range 
of  opportunities  to  pursue  individual  projects,  combined  with  group  briefings  and  sitevisits  on  a 
wide  range  of  health  and  social  policy  issues. 

For  more  information,  or  to  apply  for  the  2000  awards,  visit  our  website  at  www.kfforg;  or 
write/e-mail: 

Penny  Duckham 

Executive  Director  of  the  Kaiser  Media  Fellowships  Program 

Kaiser  Family  Foundation 

2400  Sand  Hill  Road 

Menlo  Park,  CA  94025 

e-mail:  pduckham@kfr.org 

The  Kaiser  Family  Foundation  it  an  independent  health  care  foundation  and  is  not  affiliated  with  Kaiser  Permanente  or  Kaiser 
Industries 
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g  that  th^  all  can  agree  upon. 


We  salute  our  co-sponsors  -  some  of  the  most  well 
known  and  well  respected  media  associations  from 
around  the  world. 

•American  Press  Institute 
•Assodation  of  Free  Community  Papers 
•Canadian  Community  Newspapers  Assodation 
•Free  Ad  Paper  International  Assodation 
•1FRA 

•Inter  American  Press  Association 
•Southern  Newspapers  Publishers  Assodation 
•Suburban  Newspapers  of  America 
•Texas  Daily  Newspaper  Association 
•Texas  Press  Association 

For  their  support,  their  loyalty  and  for  all  that  they  do  on 
behalf  of  our  friends  in  common,  the  great  newspapers  of 
the  world. 

Big  or  small.  Daily  or  weekly.  Free  or  paid.  Conservative  or 
liberal.  Traditional  or  alternative.  And,  now,  of  course,  in 
print  and  online. 


The  professional  association  that  represents  your  best 
interests  will  once  again  be  your  standard  bearer  at 
The  Editor  &  Publisher  Company’s  Second  Annual  Online 
Classifieds  Industry  Symposium,  September  12-14  in 
Austin,  TX.  Shouldn’t  you  be  there,  too? 

You  never  know  what  you  are  going  to  learn  at  this 
Symposium!  You  never  know  who  you  are  going  to  see  - 
or  who  will  see  you.  (Can  you  really  risk  a  conspicuous 
absence?) 

If  you  were  at  last  year’s  Online  Classifieds  Symposium  - 
or  if  you  only  heard  about  it  -  we  promise  you  an  event 
that  will  be  even  better.  And  if  you  think  that  because  you 
were  in  St.  Louis,  that  you  can  skip  Austin,  think  again. 
That  is,  of  course,  unless  your  job,  your  classifieds 
department,  your  comperitive  situation  -  and  you  do 
have  competition,  just  go  online  -  hasn’t  changed.  Need 
we  say  more? 


Register  NOW  at  the  Early  Bird  rate  of  just  $895! 

Online:  www.mediainfo.com  -  “Conferences”.  By  phone:  212-675-4380,  ext.  503. 

2Tid  Annual  Editor  &  Publisher 

ONLINE  CLASSIFIEDS  INDDSTRY  SYIVIPOSIDIVI 

September  12-14,  1999  •  Hyatt  Regency,  Austin,  Texas 

Host  Newspaper:  Austin  Ainoricdn*<SiatPsinan 
ausllRClasslfleds.com 
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Puckish  Morning  News  scores 

Stanley  Cup  final  tally  makes  it  into  all  of  its  editions 


by  Joe  Strupp 

When  the  Dallas  Stars  won  the 
Stanley  Cup  championship  in  a 
triple-overtime  final  game  that 
didn’t  end  until  1:30  a.m.,  the  late  finish 
forced  area  newspapers  to  either  deliver 
some  papers  late  or  withhold  some  game 
details  —  like  the  final  score. 

Although  both  the  Fort  Worth  Star- 
Telegram  and  The  Dallas 
Morning  Sen’s  had  special  sec¬ 
tions  devoted  to  the  Stars’  big 
win  over  the  Buffalo  Sabres 
ready  to  go,  the  lateness  of  the 
game’s  early-morning  finish 
June  20  required  some  revamp¬ 
ing  of  delivery  and  coverage. 

“We  had  to  start  our  presses 
without  a  final  score,  but  [we] 
added  it  in  later  to  most  of 
them,”  says  Mitchell  Krugel, 
deputy  sports  editor  of  the 
350,000-circulation  Star-Tele¬ 
gram.  “The  final  score  did  not 
get  on  about  100,000  copies.” 

Krugel,  one  of  12  staff  mem¬ 
bers  who  traveled  to  Buffalo, 

N.Y.,  for  the  final  game,  says 
writers  were  putting  stories 
together  as  the  game  was  being  played  in  or¬ 
der  to  make  the  midnight  deadline.  Kru¬ 
gel  says  that  the  deadline 
remained,  even 
after  it  became 
obvious  that  the 
game  would  not 
be  over  in  time. 

“We  had  plans 
locked  in  in  case 
they  won  or  lost  and 
some  very  flexible 
sidebars,  so  it  was 
not  a  problem,” 

Krugel  says.  “We  had 
one  columnist  turn 
around  a  story  in  15 
minutes  when  the  game 
ended.” 

The  Morning  News 
chose  to  delay  its  usual 
deadline  for  Sunday  from 
12:15  a.m.  to  1:55  a.m.  so  post-game  cover¬ 
age  could  be  included,  says  assistant  sports 
editor  Jeff  Miller. 

“We  were  prepared  for  [a  late  finish] 
because  we’d  had  an  earlier  road  game  in 


the  playoffs  that  went  to  2  a.m.,”  says 
Miller.  “One  of  the  problems  was  that  it 
got  so  late  we  had  to  get  fresh  quotes  off 
the  TV  monitors  because  everyone  was 
still  on  the  ice.” 

Jeff  Beckley,  Morning  Sen’s  vice  presi¬ 
dent  of  circulation,  says  the  later  deadline 
caused  about  an  hour  wait  for  delivery  of 
most  Sunday  papers.  He  says  newspapers 
that  usually  reach  all  newsstands  by  7  a.m. 

did  not  finish 
delivery  until  9 
a.m.,  while  home- 
delivered  papers 
that  are  promised 
by  7  a.m.  did  not 
get  to  some  homes 
until  8:15  a.m. 

Beckley  says 
additional  people 
were  not  hired  to 
distribute  the 
paper,  but  more 
supervisors  were 
but  on  the  street 
to  make  sure  the 
papers  were  de¬ 
livered  as  quickly 
as  possible. 
Star-Telegram 
circulation  operations  director  Dolan 
Stidom  declined  to  provide  specific 
circulation  data  for  the  Stanley  Cup 
finals  week,  but  says  the  newspaper 
sold  about  20%  more  single  copies 
than  usual  on  the  days  following 

“We  definitely  had  an  increase,” 
\  Stidom  says.  “We  kind  of  expect¬ 
ed  it  during  the  finals  because  we 
have  seen  this  before  with  the 
[Dallas]  Cowboys  [football 
team].” 

The  Morning  News,  which 
has  a  circulation  of  800,000 
on  Sunday,  added  another 
30,000  copies  to  its  single- 
4  copy  press  run  June  20, 
^  according  to  Beckley,  who 
says  all  of  those  copies  were 
sold,  including  7,500  copies  distributed 
during  a  Stars  celebration  parade  June  21. 

Readers  of  the  Star-Telegram  received 
a  special  eight-page  pullout  section  June 
20,  the  day  the  final  game  ended,  as  well 
as  front-page  coverage  that  ran  across  all 
but  two  columns.  Deputy  sports  editor 


Krugel  says  the  newspaper  also  put  out  a 
12-page  preview  of  the  Stanley  Cup  finals 
June  8  and  a  six-page,  pullout  section 
before  each  game. 

The  Star-Telegram  also  is  planning  a  24- 
page  special  section  devoted  to  the  team’s 
entire  season  that  will  run  June  27. 

At  the  Morning  News,  the  final  game 
coverage  included  two  Page-One  stories,  as 
well  as  a  six-page  special  section  on  the 
championship,  notes  assistant  spoils  editor 
Miller,  who  adds  that  the  newspaper  distrib¬ 
uted  a  32-page  commemorative  section  in 
its  June  22  issue. 

Times  to  wake  up 

The  Seattle  Times,  while  slightly  behind 
schedule,  is  still  on  the  fast  track  in  its  plans 
to  switch  to  morning  publication. 
According  to  a  June  16  memo  to  employ¬ 
ees,  a  planning  group  recently  finished  a 
draft  plan,  which  was  originally  targeted  for 
a  late  April  completion  date.  No  date  has 
been  set  for  the  conversion,  the  memo  says. 

Meanwhile,  lawyers  for  the  newspaper 
labor  unions  say  they  will  continue  to  try  to 
prevent  the  switch,  even  though  govern¬ 
ment  regulators  threw  cold  water  on  their 
appeal  for  intervention.  The  family-owned 
Times  would  be  in  the  unusual  position  of 
going  head-to-head  with  its  joint  operating 
agreement  partner.  The  Seattle  Post- 
Intelligencer.  The  unions  argue  that  the 
conversion  will  lead  to  the  closing  of  one  of 
the  papers  in  the  JOA  and  the  loss  of  Jobs. 
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Co-editors  Heralil  a 
small  town  revolution 


by  Thomas  Riordan 

For  three  years,  the  editor  of  The 
Sylva  Herald  &  Ruralite,  a  7,000- 
circulation  North  Carolina  weekly, 
commuted  to  work  from  a  city  40  miles 
away.  Editorials,  when  they  ran,  were 
lifted  from  The  Charlotte  (N.C.) 
Observer  and  The  News  &  Observer  in 
Raleigh,  N.C.  Local  coverage  and  staff 
morale  sagged. 

Then  came  a  two-woman  revolution. 
“We  ran  a  little  CIA-type  campaign,” 
says  48-year-old  Lynn  Hotaling. 

Her  sidekick,  Lisa  Majors-Duff,  29, 
adds,  “We  had  many  long  conversations 
about  the  paper.” 

Lunching  at  Andretti’s  Pizzeria  or  the 
City  Lights  Cafe,  they  discussed  the 
Herald's  solid  paid  circulation,  advertiser 
support,  ample  news  holes,  and  enormous 
ignored  potential. 


THE  »  LociilfMraMMMm  r^M  »  at  «i|pr’ 
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Above,  co-editors  Lynn  Hotaling  (left) 
and  Lisa  Majors-Duff  rest  after  another 
Wednesday  afternoon  addressing  and 
mailing  session.  The  two  women  took 
over  The  Sylva  Herald  &  Ruralite  (left), 
a  56-year-old-weekly,  in  April  1996. 


They  agreed  local  editori¬ 
als  in  each  issue  ranked  top 
priority.  “And  ail  newspeo¬ 
ple  should  be  on  the  street.” 
Hotaling  says,  “no  one  sit¬ 
ting  at  a  desk  telling  the  rest 
what  to  do.” 

The  Herald  —  a  56-year- 
old  weekly  based  in  a  town 
nestled  in  the  Great  Smoky 
Mountains  of  western  North 
Carolina  —  could  be  a  great 
community  newspaper,  they 
agreed. 

And  it  would,  with  them 
as  co-editors. 

In  early  1996,  the  editor 
unexpectedly  resigned.  Lynn 
and  Lisa  immediately  ar¬ 
ranged  a  meeting  with  pub¬ 
lisher  Jim  Gray,  71  and 
semiretired,  who  had  fol¬ 
lowed  his  father  as  owner.  “1 
can  remember  during  the 
Depression,  Dad  taking  in 


chickens  and  bags  of  potatoes  in 
exchange  for  ads  and  subscriptions,” 
Gray  told  E&P.  “Now  we  gross  $1.3 
million  a  year.  1  pay  the  bills  and  watch 
the  checkbook.” 

Gray  heard  the  proposed  co-editor 
plan  and  agreed  on  a  three-month  trial. 

That  has  since  stretched  into 
three  years.  “It’s  working  real 
well,”  Gray  says.  “They’ve 
made  some  big  improvements, 
including  departmentalizing 
the  news.  We’ve  heard  a  lot  of 
reader  compliments.” 

With  the  issue  of  April  18, 
1996,  the  new  era  began. 

“Lynn  dummied  ads  onto 
pages  the  night  before,”  says 
Majors-Duff.  “We  finished 
pasting  up  by  noon  on  press 
day,  unheard  of  until  then.  The 
ad  people  were  amazed. 
Several  said  the  paper  never 
looked  so  good.” 

Hotaling  grimaces  at  the  old 
ways  of  “people  throwing  the 
paper  together,  randomly  slap¬ 
ping  down  ads  and  copy  any 
mishmash  way.” 

To  settle  on  a  weekly  edito¬ 
rial  topic,  Majors-Duff 
explains,  “We  go  to  lunch  on 
Tuesdays  with  one  agenda  — 
pick  a  subject.  We  talk  school 
board  antics,  current  town 
problems,  community  accom¬ 
plishments.” 

Hotaling  adds,  “From  this  variety  of 
issues,  all  of  a  sudden  one  just  seems  to 
dominate  our  thinking.  It  becomes  the 
theme  —  whether  we  like  it  or  not.” 

Hotaling,  a  natural  editorialist,  does 
the  writing.  Her  favorite  so  far  focused  on 
a  major  glitch  in  last  fall’s  $350,000 
downtown  renewal  project. 

“Members  of  the  water  and  sewer 
authority  were  refusing  to  cooperate,”  she 
says,  “telling  SPiP  [Sylva  Partners  in 
Progress]  people  they  couldn’t  replace 
the  water  line  under  Main  Street.  Their 
hands  were  tied.  Besides,  nobody  had 
asked  them  ahead  of  time.” 

Hotaling  attacked  head-on: 

“Streetscape  planners’  vision  calls  for 
upgrading  all  utilities,  burying  power 
lines,  adding  attractive  lighting  —  all 
before  Main  Street  is  repaved.  DOT 
[Department  of  Transportation]  is  will¬ 
ing,  Natahala  Power  and  Light  is  willing, 
but  TWSA  [Tuckaseigee  Water  and 
Sewer  Authority],  so  far,  is  not. 

“If  nobody  sent  TWSA  an  engraved 
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With  a  circulation  of  7,000  paid,  The  Sylva  Herald  is  mailed  to  5,000  homes,  with  2,000  placed 
on  newsracks.  Each  Wednesday,  starting  at  about  3:00  p.m.,  the  job  printing  shop  of  Herald 
becomes  a  stuffing,  labeling,  and  bundling  center. 


invitation  to  streetscape  discussions, 
that's  unfortunate.  But  the  authority  is  a 
public  utility,  formed  with  public  funds 
to  do  the  public  good.  A  busier,  more 
vital  Sylva  is  definitely  in 
the  best  interest  of  all  of 
Jackson  County. 

“The  water  authority  needs 
to  get  with  the  program.” 

Only  hours  after  that  issue 
rolled  off  the  press,  a  TWSA 
spokesman  announced  that 
the  75-year-old  main  would 
be  replaced,  with  work 
beginning  immediately. 

One  grouchy  board  mem¬ 
ber,  pierced  by  the  sting  of 
Hotaling’s  editorial  arrow, 
called  it  “a  cheap  shot.”  That 
prompted  a  testy  response 
the  following  week: 

“We’re  not  sure  if  we  took 
a  cheap  shot  at  the  authority. 

...  If  expressing  our  opinion 
did  anything  to  help  that 
happy  ending  come  about, 
then  the  editorial  achieved 
its  purpose. 

“All  we  meant  to  do  was  to  point  out 
that  everybody  in  this  county  has  to  work 
together  to  achieve  common  goals.  ... 
Cooperation  was  on  display,  and  we  were 
happy  to  see  it.  The  clear  winner  is  Sylva’s 
downtown  business  district.” 


In  addition  to  opinion  pieces,  the  full 
editorial  page  afso  features  a  cartoon  and 
the  “Ruralite  Cafe”  personal  column  writ¬ 
ten  in  alternating  weeks  by  the  co-editors. 


The  Sylva  Herald’s  downtown  offices  and  commercial  printing  shop 
have  been  a  Main  Street  fixture  for  more  than  70  years. 


“We  constantly  encourage  readers  to 
share  ideas  for  stories  and  editorials,  get 
involved  with  their  paper,”  Majors-Duff 
says.  “When  downtown  Sylva  staged  its 
first-ever  spring  festival,  we  sponsored  a 
springtime-in-the-mountains  photo  contest. 
That  went  so  well,  we  had  another  with  a 


Labor  Day  theme.  We  also  spon¬ 
sor  two  writing  contests.” 

This  eagerness  and  creative 
approach  has  paid  off.  During 
the  North  Carolina  Press  As¬ 
sociation’s  winter  meeting,  the 
Herald  won  eight  writing  and 
photography  awards.  Publisher 
Gray  says,  “They  work  hard 
every  week  to  bring  our  readers  a 
quality  newspapter.” 

The  Herald’s  co-editors  are 
graduates  of  nearby  Western 
Carolina  University. 

Hotaling,  while  earning 
bachelor’s  and  master’s  degrees, 
picked  up  spending  money  by 
punching  photocomp  tape  for 
the  student  paper.  That  was  her 
introduction  to  newspapering, 
first  with  the  Cashiers  Cross¬ 
roads  Chronicle  and  in  1984 
with  the  Herald. 

Majors-Duff  started  at 
Western  Carolina  as  a 
work/study  program  partici- 
'  pant  assigned  to  the  university 
information  office.  “The  staff 
consisted  of  ex-newspaper  people. 
That’s  where  I  got  my  basic  journalism 
training,”  she  says. 

A  1990  graduate,  Majors-Duff  applied 
for  a  job  at  the  Sylva  weekly. 
Her  timing  proved  perfect.  A 
reporter  had  just  quit. 
Offered  the  position,  the 
rookie  replied,  “I’ll  take  it. 
But  next  month.  I’ll  need  two 
weeks  off  —  for  my  honey¬ 
moon.”  Majors-Duff  quickly 
found  a  mentor  in  Hotaling. 

With  their  co-editorship 
in  effect,  the  four-person 
newsroom  became  ener¬ 
gized.  Inventive  stories, 
impact  pictures,  and  inge¬ 
nious  ideas  for  editorials 
became  the  norm. 

Majors-Duff  expanded  her 
coverage  of  the  Jackson 
County  commission  and  sher¬ 
iff’s  department.  Hotaling 
beefed  up  story  counts  on  the 
town  government  and  school 
board.  Sports  editor  Cary 
Phillips  and  features  editor  Rose  Hooper 
pitched  in  on  straight  news.  Under  L&L 
leadership,  it  has  become  a  daily  challenge 
producing  this  feisty  weekly.  H 


Riordan  is  a  freelance  writer  based 
in  Ocala,  Fla. 
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Newspaper  financials 
printed  in  black  ink 


by  Lucia  Moses 

Newspaper  companies  are  forecasting 
rosy  financials  for  the  second  half  of 
1999,  banking  on  continued  low 
newsprint  prices,  ad  revenue  growth,  and 
expense  controls.  Executives  made  the  pre¬ 
dictions  to  a  gathering  of  stock  analysts  and 
institutional  investors  June  21-23  at  the 
Mid-Year  Media  Review  in  New  York. 

Print  publishing  often  took  a  back  seat 
to  online  during  the  conference  as  the 
companies,  once  characterized  as  slow  to 
jump  on  the  Internet  bandwagon,  touted 
their  latest  growth  numbers  and  pledged 
more  investments  in  their  online  ventures. 

The  executives  also  assured  analysts 
they  would  continue  to  control  costs,  in 
part  by  reducing  web  width,  and  pursue 
potential  acquisitions,  stock  buybacks, 
and  investments  in  niche  and  advertising 
publications. 


Sixteen  publicly  traded  newspaper  com¬ 
panies  participated  in  the  sixth  annual 
gathering,  hosted  by  Gannett  Co.  Inc.  Here 
are  the  highlights  of  their  presentations: 

DOW  JONES  &  CO.  INC. 

The  parent  of  The  Wall  Street  Journal 
expects  second-quarter  earnings  to  be  at 
the  high  end  of  analysts’  estimates,  which 
were  60  cents  to  62  cents  per  share,  and 
shoots  for  at  least  10%  annual  eamings- 
per-share  growth  in  the  long  term,  execu¬ 
tives  say.  The  company  exptects  its  new 
Sunday  business  news  pages,  set  to  launch 
in  major  metro  papers  in  September,  to 
turn  a  slight  profit  in  their  first  full  year, 
and  for  its  new  free  Web  site, 
http://www.dowjones.com,  to  be  prof¬ 
itable  by  2001. 

NEW  YORK  TIMES  CO. 

Despite  a  slow  start,  the  company  is  on 


track  to  achieve  earnings-per-share 
growth  of  10%  to  15%  this  year,  says  John 
O’Brien,  chief  financial  officer. 

Core  businesses  are  driving  the  growth, 
says  Russell  T.  Lewis,  president  and  CEO. 
At  The  New  York  Times  newspaper,  ad  rev¬ 
enues  grew  6%  in  the  first  five  months  of 
1999,  largely  on  the  strength  of  its  ex¬ 
panding  national  edition.  The  Boston 
Globe's  ad  revenues  were  down  1.5%  in 
the  same  period,  mainly  due  to  softer 
high-tech  help-want,  i  ads,  Lewis  says. 

TRIBUNE  CO. 

Tribune,  which  publishes  the  Chicago 
Tribune,  predicts  7%  to  9%  consolidated 
revenue  growth  in  1999,  assuming  a  con¬ 
tinued  strong  economy,  and  10%  to  15% 
growth  in  EBITDA  (earnings  before  inter¬ 
est,  taxes,  depreciation,  and  amortization), 
over  1998’s  EBITDA  of  $900  million, 
says  Donald  Grenesko,  senior  vice  presi¬ 
dent  for  finance  and  administration. 

Grenesko  told  financial  analysts  that 
the  company  deserves  higher  multiples 
because  of  its  growth  history  and  broad¬ 
cast  leadership,  among  other  factors. 
“When  you  put  it  all  together,  our  value  is 
significantly  higher  than  where  we’re 
trading  today,”  he  says. 


BSfP  NEWSPAPER  STOCKS 


Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 


1 

6/23/99 

6/16/99 

6/24/9^^H 

6/23/99 

6/16/99 

6/24/9^ 

A.1I.  Belo  Corp.  (NY)+ 

21.000 

20.562 

22.625 

McClatchy  Co.  (NY) 

35.687 

33.437 

31.375 

Central  Newspapers  Inc.  (NY) 

6.937 

36.125 

65.250  i 

Media  General  Inc.  (AM) 

53.562 

52.250 

48.250 

Dow  Jones  &  Co.  Inc.  (NY) 

52.937 

52.437 

54.063 

New  York  Times  Co.  (NY)+++ 

37.500 

36.250 

38.000 

E.W.  Scripps  Co.  (NY) 

45.687 

45.812 

52.563 

News  Corp.  Ltd. 

35.187 

35.375 

27.375 

Gannett  Co.  Inc.  (NY) 

73.437 

71.375 

70.500 

Pulitzer  Inc.  (NY) 

44.125 

43.000 

43.250 

Gray  Comm.  Sys.  (NY) 

16.750 

16.062 

15.687  i 

Quebecor  Inc.  Class  A 

21.250a 

21.250a 

19.875 

Harte-Hanks  Inc.  (NY)++ 

26.500 

22.812 

25.375 

Thomson  Corp.  (TSE) 

42.800a 

43.550a 

41.700 

Hollinger  International  (NY) 

12.875 

13.375 

16.438 

Times  Mirror  Co.  (NY) 

61.125 

59.125 

63.938 

Journal  Register  Co.  (NY) 

18.625 

18.000 

18.813 

1  Tribune  Co.  (NY)* 

86.625 

84.250 

65.938 

Knight  Bidder  (NY) 

56.125 

52.250 

54.438 

I  Washington  Post  Co.  (NY) 

558.000 

557.000 

541.125 

Lee  Enterprises  Inc.  (NY) 

28.437 

28.875 

29.750 

i 

*  Adjusted  for  2-for-1  stock  split 


+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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For  1999,  the  company  expects  to  see  4%  to  6%  revenue 
growth  in  the  publishing  division  and  7%  to  9%  in  broadcast., 
Grenesko  says.  Circulation  at  the  Chicago  Tribune  slipped  1%  in 
the  in  the  six  months  ended  March  3 1  and  was  flat  at  the  com¬ 
pany’s  Florida  newspapers,  he  says. 

The  broadcast  division,  with  22  major-market  TV  stations,  is 
headed  for  a  strong  second  quarter,  led  by  the  WB  Network, 
Tribune’s  partnership  with  Warner  Bros.,  says  division  president 
Dennis  FitzSimmons.  Tribune  Ventures,  Tribune’s  strategic 
investment  arm,  aims  to  make  six  to  eight  Internet-related 
investments  of  $30  million  to  $50  million  a  year,  says  Andy 
Oleszczuk,  division  president.  Tribune,  an  early  investor  in 
America  Online,  recently  unloaded  $1.1  million  worth  of  its 
AOL  shares,  which  it  plans  to  use  for  later  investments. 

JOURNAL  REGISTER  CO. 

The  Trenton,  N.J.-ba.sed  company  expects  a  strong  financial 
report  for  June  following  a  slow  start  to  the  year  due  to  adver¬ 
tising  weaknesses  in  some  of  its  Connecticut  markets.  The  com¬ 
pany  expects  to  realize  cost  savings  in  1999  from  two  new  union 
contracts  set  to  kick  in  later  this  year,  says  Robert  Jelenic,  chair¬ 
man  and  CEO.  The  company,  publisher  of  the  flagship  New 
Haven  (Conn.)  Register,  plans  to  make  a  few  acquisitions 
around  the  $15  million  mark  to  complement  its  seven  clusters, 
he  says.  The  company’s  St.  Louis-area  papers  are  showing  their 
best  performance  since  1997,  he  says. 

Also,  by  year-end.  most  of  the  company’s  24  daily  papers 
should  be  converted  to  50-inch  web  width,  Jelenic  says. 

CENTRAL  NEWSPAPERS 

Phoenix-based  Central  looks  for  1999  eamings-per-share 
growth  in  the  area  of  20%,  says  chief  financial  officer  Tom 
MacGillivray. 

At  the  hidiampolis  Star/News,  revenues  are  advancing  at  a  mid¬ 
single  digit  rate,  with  modest  circulation  growth  at  the  morning 
Star.  Of  the  struggling  evening  News,  company  chairman  and  CEO 
Louis  A.  "Chip”  Weil  111  hints  at  a  possible  closing:  “As  circulation 
continues  to  erode,  therefore  diminishing  advertising  value,  we’ll 
consider  taking  any  appropriate  action.” 

A  series  of  cost-saving  measures  at  the  Star/News  are  under 
way,  including  newsroom  Job  shifts,  a  production  reorganiza¬ 
tion.  and  shared  services  program. 

The  company  predicts  its  newly  acquired  Westech.  an  online 
Job  fair  company,  will  generate  $28  million  in  revenues  by  year- 
end.  Also  this  year.  Central  plans  to  buy  back  more  shares, 
executives  say. 

KNIGHT  RIDDER 

Executives  exuded  confidence,  slightly  upping  their  earlier 
ambitious  earnings  targets  and  confirming  their  ad  revenue 
expectations  for  1999.  Chairman  and  CEO  Tony  Ridder  says  ad 
revenues  were  up  5.5%  in  May  and  up  3.5%  year-to-date,  meet¬ 
ing  earlier  goals  set. 

“We’re  well  on  track  to  reach  our  18.5%  operating  margins 
goal  for  1999  and  20%  for  2000,”  he  says,  adding  that  the 
goal  would  be  attainable  even  without  the  benefit  of  lowered 
newsprint  costs.  CFO  Ross  Jones  says  he  thinks  1999’s  earn¬ 
ings  per  share  growth  will  be  closer  to  the  high  end  of  the 
10%  to  15%  range  established  in  December.  Also  this  year, 
look  for  Knight  Ridder  to  reduce  debt  and  reduce  personnel 
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Gannetl’s  ethics  code: 
here’s  how  to  back  it  up 

In  the  same  week  that  Congress  voted  to  allow  public  schools  to  post  the  Ten 
Commandments  on  their  walls,  Gannett  Co.  issued  its  Principles  of  Ethical  Conduct 
for  Newsrooms. 

According  to  the  King  James  Version  of  the  Bible,  Moses  came  down  from  Mount  Sinai 
with  326  words  to  guide  humanity’s  conduct  in  all  matters.  Gannett’s  30-person  committee 
of  editors,  reporters,  corporate  executives,  lawyers,  and  assorted  outside  experts  needed 
2,685  words  just  to  lay  down  rules  on  how  to  be  an  ethical  newspaper  journalist  in  the 
1990s.  But,  then,  Gannett  is  still  nursing  the  wounds  inflicted  by  an  unscrupulous  inves¬ 
tigative  reporter,  while  Moses,  in  his  reporting,  always  relied  on  an  unimpeachable  source. 

We  should  not  kid,  though  that  is  not  expressly  forbidden  by  either  the  Ten 
Commandments  or  the  Gannett  Principles.  The  fact  is,  Gannett  has  set  down  some  serious 
—  admirable,  even  —  guidelines  that  address  the  central  dilemma  for  U.S.  journalists  at 
the  end  of  the  century:  The  public  wants  news  organizations  to  uncover  the  truth  about 
government  and  society,  but  to  be  honorable  and  aboveboard  during  its  pursuit. 

We  agree  with  the  code’s  attempts  to  stanch  the  promiscuous  use  of  unnamed  sources 
and  its  admonition  that  editors  should  be  skeptical  of  blockbuster  stories.  Would  that 
CNN  or  the  San  Jose  Mercury  News  had  heeded  sin  ilar  advice  before  airing  the 
“Tailwind”  story  or  publishing  “Dark  Alliance.” 

There’s  even  something  brave,  in  this  litigious  era,  about  creating  ethical  guidelines 
at  all.  We  can  just  imagine  a  plaintiff  attorney  quoting  directly  from  the  code:  ‘“Do  not 
allow  unnamed  sources  to  take  cheap  shots  in  stories.  It  is  unfair  and  unprofessional.’ 
But  isn’t  that,  Ms.  Reporter,  exactly  what  you  do  in  paragraph  eight  of  your  story?” 

Gannett  can  do  one  thing  right  away  to  serve  notice  that  it  is  truly  serious  about  these 
principles:  It  can  direct  The  Cincinnati  Enquirer  to  tell  the  people  of  Cincinnati  and  the 
nation  what  it  believes  is  true  or  false  in  the  1 8-page  special  report  on  Chiquita  Brand 
International  the  paper  published  more  than  one  year  ago. 

After  lead  reporter  Mike  Gallagher  was  found  to  have  stolen  the  voice-mail  messages 
used  for  some  of  the  report,  the  paper  “renounced”  the  series  that  accused  the  banana 
company  of  improper  business  dealings  in  Central  America.  The  paper  also  paid 
Chiquita  more  than  $10  million.  A  year  later,  local  interest  still  runs  high. 

As  John  Fox  wrote  recently  in  the  Cincinnati  alternative  paper  CityBeat:  “Is  it  too 
much  to  ask  —  considering  the  complicated  legal  maneuvering  between  and  among  the 
country’s  largest  newspaper  chain,  Gannett  Co.;  one  of  the  world’s  major  multinational 
corporations,  Chiquita;  the  city’s  most  powerful  businessman,  Chiquita  CEO  Carl 
Lindner;  and  the  Hamilton  County  Prosecutor’s  office  —  for  a  simple  yes/no  answer 
concerning  the  stories’  accuracy?” 

We  certainly  don’t  think  so  —  and  neither  should  Gannett.  After  all,  its  code  says  not 
only,  “We  will  be  vigilant  watchdogs  of  government  and  institutions  that  affect  the  pub¬ 
lic,”  but  also,  “We  will  explain  to  readers  our  journalistic  processes.” 
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PSU  students  love 
their  newspaper 

Your  article  about  the  Penn  State 
Newspaper  Readership  Program  (May  29, 
p.  20)  is  in  error.  I  am  not  aware  of  any 
week  since  the  program  started  where  any 
other  newspaper  circulated  more  copies 
than  The  Daily  Collegian,  which  is  the  stu¬ 
dent  newspaper.  The  same  is  true  for  any 
day  when  The  Daily  Collegian  published 
—  including  Fridays.  I  would  be  aston¬ 
ished  if  any  Penn  State  official  or  any  Penn 
State  report  or  survey  stated  otherwise. 

For  1997-98,  the  first  year  of  the  pro¬ 
gram,  1 ,877,%2  newspapers  were  delivered 
in  the  residence  hall  areas  and  1,683,725 
copies  were  picked  up.  The  Daily  Collegian 
represented  931,875  delivered  and  872,178 
picked  up  —  more  copies  picked  up  than  all 
other  newspapers  combined.  My  prelimi¬ 
nary  figures  for  the  second  year,  which  just 
ended,  show  The  Daily  Collegian  repre¬ 
sents  an  even  greater  share  of  the  numbers. 

The  November  1997  survey  mentioned 
in  the  story  must  be  a  draw-returns  report 
from  an  independent  contractor  for  the 
week  ending  Nov.  2.  On  that  report,  USA 
TODAY  scored  a  circulation  of  14,204  for 
the  week  after  returns  of  18.4%.  Your 

50  YEARS  AGO ... 

NEWSPAPERDOMm 

from  Editor  &  Publisher,  June  25, 1949 

Press  Association  coverage  of  the 
Rutledge  murder  trial  in  Cedar  Rapids, 
Iowa,  raises  questions  about  how  detailed 
a  wire  service  should  be  in  reporting  sex 
trials.  The  Associated  Press  reportedly 
received  complaints  that  coverage  had 
been  “entirely  too  lurid,  dirty,  smutty,  a 
primer  on  seduction.” 


A  waterfront  strike  by  Hawaii  long¬ 
shoreman  leaves  two  major  Hawaiian 
newspapers  with  the  task  of  paring  down 
their  coverage  to  the  bare  minimum.  First 
to  feel  the  slash,  says  officials  for  the 
Honolulu  Star-Bulletin  and  the  Honolulu 
Advertiser  will  be  editorial  departments. 


The  Communists  m  China  suspended 
publishing  of  17  newspapers  in  Nanking, 
allowing  only  two  pro-Communist 
papers.  New  China  Daily  and  China 
Daily,  to  continue.  The  two  remaining 
dailies  publish  only  Communist  New 
China  Agency  dispatches  and  some 
Soviet  Tass  Agency  reports. 


source  misunderstood  the  report,  which 
only  included  copies  handled  by  the  con¬ 
tractor.  For  that  week.  The  Daily  Colle¬ 
gian  scored  30,640  in  the  residence-hall 
areas  —  21,030  in  the  residence  halls 
alone  —  after  returns  of  only  3.1%.  The 
Centre  Daily  Times  came  in  third  with 
7,555  circulation  after  returns  of  23.3%, 
and  The  New  York  Times  came  in  last  with 
6,793  after  returns  of  22.8%. 

The  draw-returns  report  is  prepared  for 
every  week  of  the  program,  including  last 
spring.  I  also  prepare  a  weekly  report  that 
includes  all  of  the  information  from  the 
contractor,  plus  all  of  our  own  information. 

Studies  show  that  Penn  State  students 
prefer  newspapers  above  all  other  media  for 
news  and  advertising,  and  I  am  not  the  least 
bit  surprised.  Generation  after  generation. 
The  Daily  Collegian  and  other  college 
newspapers  across  the  country  educate  col¬ 
lege  students  to  read  newspapters  regularly. 

Gerry  Lynn  Hamilton 
general  manager 
The  Daily  Collegian 

Funny  freebies 

1  write  for  our  company  (small  trucking) 
newspaper  —  I  recently  read  your  article 
“Confessions  of  a  freebies  junkie”  (E&P, 
June  12,  p.  120)  and  enjoyed  it  immensely. 
It  is  refreshing  to  see  that  someone  can  be 
involved  with  technology  (technology 
writer)  and  still  have  a  sense  of  humor. 

Kelly  Hochstetler 
Wooster  Motor  Ways  Inc. 

Wooster,  Ohio 

Rebel  yell 

I  was  disturbed  to  see  your  story  (June  5, 
p.  30)  on  the  column  survey  [that]  purport¬ 
ed  to  show  that  Maureen  Dowd  is  “the 
favorite  columnist  among  columnists  polled 
by  E&P."  While  there  is  no  doubt  that 
Dowd’s  writing  is  praiseworthy,  you  should 
be  ashamed  for  perpetuating  a  shoddy  jour¬ 
nalistic  practice:  stating  as  fact  the  “results” 
of  an  unscientific  “poll.”  Your  sample  was 
hardly  random,  and  the  size  was  so  small 
and  the  response  so  weak  that  to  extrapolate 
any  conclusions  is  grossly  irresponsible. 

Local  television  is  noted  for  trying  to 
palm  off  quickie  call-in  “polls”  as  repre¬ 
sentative  of  the  views  of  their  communi¬ 
ties,  a  practice  [that]  sheds  little  real  light 
on  an  issue  and  only  serves  to  confuse 
viewers  about  the  reliability  of  any  poll. 

Carefully  crafted  polls  using  accepted 


statistical  procedures  yield  credible  results. 
It  pains  me  to  see  our  industry’s  leading 
trade  journal  printing  a  piece  so  akin  to  a 
high-school  newspaper’s  popularity  con¬ 
test,  and  probably  with  less  basis  in  fact. 

Rebel  Good 
publisher 
The  Tribune 
Elkin-Jonesville,  N.C. 

Balancing  act 

Given  the  dramatic  growth  of  electronic 
publishing  in  the  past  couple  of  years,  I 
find  it  dismaying  that  an  organization  that 
calls  itself  relevant  to  the  news  media 
would  relegate  its  Internet  publication  to  a 
marketing  tool  for  its  print  edition,  with  a 
few  “breaking”  news  items  thrown  in  to 
make  it  appear  fresh. 

Frankly,  I’m  not  interested  in  waiting  a 
week  for  a  print  edition  to  arrive  (if  it  arrives 
at  all).  If  your  organization  cannot  provide 
more  timely,  meaningful  content  online, 
then  I  don’t  see  much  reason  to  look  for 
such  information  in  a  printed  edition,  either. 
This  is  a  challenge  for  the  entire  news 
industry,  and  I  would  expect  Editor  & 
Publisher  to  be  a  leader  in  finding  the 
answers,  not  retreat  from  the  issue. 

Kindly  reconsider  this  shortsighted 
decision  before  more  people  look  else¬ 
where  for  serious,  current  information 
about  the  news  industry. 

Christopher  Ryan 
Freedom  Forum 
professional  in  residence 
cryan@  ukans.edu 


Correction 

The  June  12  cover  photo  taken  at  the 
Devon  Horse  Show  was  incorrectly 
attributed.  The  photo  was  taken  by  Robert 
J.  Salgado. 
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THE  ASSOCIATED  PRESS 

LAURA  A.  MYERS  to  news  editor  for 
national  security  and  international  affairs 
from  newswoman  in  the  Washington 
bureau. 

DEBORAH  HASTINGS  to  national 
writer  for  AP  News/features  based  in  New 
York  from  newswoman  for  the  AP’s  Los 
Angeles  bureau. 

CLIFF  EDWARDS  to  the  newly  creat¬ 
ed  position  of  technology  writer  based  in 
San  Jose,  Calif.,  from  business  and  com¬ 
modities  market  writer  for  the  wire  ser¬ 
vice’s  Chicago  bureau. 
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campaign,  while  retaining  his  current 
duties  as  national  correspondent  in  Wash¬ 
ington. 

JOHN  WOLLNEY  to  the  newly  cre¬ 
ated  post  of  director  of  advertising  strate¬ 
gy  and  development  from  director  of 
retail  advertising.  Wollney’s  previous 
responsibilities  will  be  divided  into  two 
positions,  director  of  regional  retail 
advertising  and  director  of  major  retail 
accounts. 

DAN  DUNN  to  director  of  national 
advertising  at  the  newspaper  from  vice 
president  of  sales  for  the  Midwest  at 
Business  Week  magazine.  He  succeeds 
GERALD  MCCARTHY,  who  is  retir¬ 
ing.  The  position,  formerly  based  in  New 


York,  will  now  be  based  in  Chicago. 


THE  COMMERCIAL  APPEAL 

MARY  JANE  PARDUE  to  business 
editor  of  the  Memphis,  Tenn.,  daily  from 
deputy  business  editor.  She  succeeds 
BOB  HETHERINGTON,  who  left  the 
newspaper  to  head  a  Memphis  public 
relations  firm. 


BLETHEN  MAINE 
NEWSPAPERS 

GEORGE  NEAVOLL,  editorial  page 
editor  for  the  Portland  (Maine)  Press 
Herald  and  Maine  Sunday  Telegram  to 
retire  from  the  company  Sept.  I . 


THE  COURIER-JOURNAL 

JOHN  MURA  to  assistant  managing 
editor  at  the  Louisville.  Ky.,  daily  from 
news  editor  at  The  News  Journal  in 
Wilmington,  Del.  He  succeeds  DEWEY 
ENGLISH,  (see  Mobile  Register) 


CHICAGO  TRIBUNE 

MICHAEL  TACKETT  to  the  newly 
created  position  of  national  political  editor. 
Tackett  will  be  responsible  for  directing  the 
newspaper’s  political  coverage  of  the  2000 


THE  DAILY  OKLAHOMAN 

MIKE  SHANNON  and  JOE  HIGHT 
to  managing  editors  from  assistant  man¬ 
aging  editors  at  the  Oklahoma  City  news¬ 
paper.  Shannon  will  oversee  news  opera¬ 
tions  while  Hight  will  be  responsible  for 
sports,  business  news,  and  features. 


EAGLE  NEWSPAPERS  INC. 

DAVID  TYLER  to  executive  editor 
for  the  company’s  14  weekly  newspa¬ 
pers  in  the  Syracuse  and  central  New 
York  area  from  editor  of  four  Eagle 
weeklies. 

PETER  ANDERSON  to  marketing 
director  for  the  company’s  26  properties 
from  assistant  managing  editor  at  14 
Eagle  owned  weeklies. 


Hollinger  International,  Inc. 

has  agreed  to  sell 

Northwest  Arkansas  Times 

(14,500  dally  circulation) 

to 

Conununity  Publishers,  Inc. 

We  are  proud  to  have  advised 
CPI  In  this  transaction. 


FAYETTEVILLE 

OBSERVER-TIMES 

TITUS  L.  WORKMAN  to  advertising 
director  for  the  North  Carolina  daily  from 
retail  advertising  manager. 

J.  PAIGE  LEDFORD  to  retail  sales 
manager  for  the  newspaper  from  sales 
manager  of  the  parent  company’s  com¬ 
mercial  printing  division. 


HOWARD  PUBLICATIONS 

PETER  YORK  to  publisher  of  The 
Daily  News  in  Longview,  Wash.,  from 
advertising  director  at  The  Times-News  in 
Twin  Falls,  Idaho,  also  Howard-owned. 
York  succeeds  TED  M.  NATT,  who 
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NEWSPEOPLE _ 

by  Jamie  Santo 


served  as  publisher  prior  to  the  newspa¬ 
per’s  recent  sale  to  Howard. 

MIKE  SMIT  to  advertising  director 
of  The  Times-News  from  advertising 
director  at  the  Bozeman  (Mont.)  Daily 
Chronicle. 

MOBILE  REGISTER 

DEWEY  ENGLISH  to  managing 
editor  for  the  Alabama  daily  from  assis¬ 
tant  managing  editor  at  The  Courier- 
Journal  in  Louisville,  Ky.  English  suc¬ 
ceeds  MICHAEL  MARSHALL,  who 
was  named  the  newspaper’s  editor  in 
April. 

SUN-SENTINEL  CO. 

BOB  CHRISTIE  to  vice  president 
and  operations  director  from  production 
manager  at  the  Fort  Lauderdale,  Fla.- 
based  company.  He  succeeds  SUSAN 
HUNT,  who  was  recently  named  general 
manager. 

THOMSON  NEWSPAPERS 

DEBBIE  GATES  to  director  of 
national  sales  from  director  of  sales  for 
the  Gannett  Retail  Group,  filling  the  posi¬ 
tion  vacant  since  KEN  MCELROY 
departed  late  last  year. 

TIMES  MIRROR  CO. 

MICHELLE  WILLIAMS  to  the  new 
position  of  executive  director  for  the 
Times  Mirror  Foundation  from  editor  of 
the  Southern  California  Living  section  at 
the  Los  Angeles  Times. 

THE  TRIBUNE 

PAUL  MARYNIAK  to  managing  edi¬ 
tor  of  the  daily,  which  serves  the  Mesa, 
Scottsdale,  and  Tempe,  Ariz,  area  from 
investigative  reporter  at  The  Philadelphia 
Daily  News.  Maryniak  succeeds  JIM 
RIPLEY,  who  was  recently  promoted  to 
executive  editor. 


ExSfP  OBITUARIES 


J.  KENNETH  HOGUE,  86,  long¬ 
time  publisher  of  the  Dalhart  Daily 
Texan,  died  June  20.  Hogue  bought  the 

newspaper  in  partnership  with  his  broth¬ 

er,  Harold,  and  took  possession  of  the 
business  in  1947.  For  the  next  four 
decades,  he  chronicled  events  in  his  col¬ 
umn,  “My  Akin’  Back.”  Hogue  served 
as  a  director  and  president  of  the 
Panhandle  Press  Association,  eventually 

being  inducted  into  the  group’s  hall  of 


fame.  In  1937,  he  was  elected  to  the 
Oklahoma  House  of  Representatives  at 
the  age  of  25.  Hogue  continued  as  pub¬ 
lisher  of  the  Texan  until  1989,  when  his 
daughter  Susan  and  son-in-law  bought 
the  newspaper. 

LEE  LINDER.  77,  former  reporter  for 
The  Associated  Press,  died  June  23  of 
cancer.  Linder  covered  major  stories  in 
Pennsylvania  and  elsewhere,  from  post- 
World  War  II  celebrations  to  the  riot  at 
Kent  State  in  Ohio  in  1970,  to  the  after- 
math  of  the  Three  Mile  Island  nuclear 
disaster  in  1979.  Linder’s  coverage  of 
Tropical  Storm  Agnes  in  1972  and  a  12- 
part  retrospective  the  following  year 
earned  him  the  Philadelphia  Press 
Association  award  for  the  best  news  story. 
In  1986,  Linder  was  the  first  recipient  of 
the  AP  News  Staffer  of  the  Year  award  of 
the  Pennsylvania  Associated  Press 
Managing  Editors. 

JOHN  T.  SCHOFIELD,  84,  longtime 
publisher  of  the  Bridgeton  (N.J.)  Evening 
News,  died  June  20  from  complications  of 
leukemia.  Schofield  took  over  the  paper 
in  1953,  after  the  death  of  his  father, 
Graham  L.  Schofield,  who  had  purchased 
it  in  1927.  Schofield  started  at  the  paper 
in  1932  and  worked  his  way  up  through 
the  ranks  from  print  shop  apprentice  and 
copyboy  to  reporter  and  advertising  man¬ 
ager.  He  ran  the  paper  until  1989,  when 
the  family  sold  it. 


ExSfP  AWARDS 


The  Newspaper  Association  of  America 
presented  P.  ANTHONY  (TONY) 
RIDDER.  chairman  and  CEO  of  Knight 
Ridder,  San  Jose,  Calif.,  with  the  associa¬ 
tion’s  McGovern  Award  in  recognition  of 
his  and  Knight  Ridder’s  contribution  to 
newspaper  classified  advertising.  Ridder 
serves  on  the  boards  of  the  Seattle  Times 
Co.  and  The  Associated  Press.  NAA’s 
Classified  Federation  also  honored 
DONALD  A.  EDWARDS,  advertising 
relations  director  at  The  Grand  Rapids 
(Mich.)  Press,  with  the  1999  Classified 
Advertising  Manager’s  Executive  Or¬ 
der.  He  was  honored  for  his  positive  im¬ 
pact  on  the  newspaper  classified  industry. 

A  series  of  stories  entitled  “Cosmetic 
Surgery:  The  Hidden  Dangers,”  which 
appeared  in  the  Fort  Lauderdale.  Fla., 
Sun-Sentinel,  won  the  Institute  on 
Political  Journalism’s  1999  Clark  Mol- 
enhoff  Award  for  Excellence  in  Inves¬ 
tigative  Reporting.  Investigations  editor 
FRED  SCHULTE  and  senior  writer 
JENNI  BERGAL  of  the  Sun-Sentinel 
received  the  award  for  the  series,  which 
exposed  Florida’s  lack  of  state  regulation 
for  doctors  performing  cosmetic  surgery. 
The  series  traced  34  deaths  and  over 
1,100  injuries  in  the  state  directly  to  this 
type  of  surgery. 


‘A  traditioii  of  service 

to  community  newspapers’ 

When  you  are  contemplating  thd  sale  of  your 
community  newspaper,  you  can  rely  on  the 
knowledge  and  experience  of  Bolitho  Media  Service. 

For  more  than  33  years  the  Bolitho  family  has  served 
scores  of  community  newspaper  owners. 

We  take  pride  in  our  tradition  of  service, 
and  our  ability  to  complete  a  quality  sale 
for  you. 

Tom  Bolitho  today  to  discuss  the 
^ent  market.  Tom  Bolitho 


Brokers  •Appraisers  •  Consultants 

(580)  421-9600 

P.O.  Box  1985  'Ada,  OK  74821-1985  •  Web  address:  botitho.com  •  e-mail:  bolitho@bolitho.com 


BY  ROY  HAMRIC 


Battle  for  lucrative  market 
in  Arlington,  Texas,  mirrors 
fierce  fights  elsewhere 
in  the  United  States 


Gasoline  prices  going  np 


(;;;mdren’s  health 
cflwwtac  wins  vote 


When  Knight  Ridder  picked  up  the  Fort  Worth  Star- 
Telegram  two  years  ago  it  got  a  good  deal  —  it  really 
scooped  up  three  newspapers:  the  Fort  Worth  paper  and 
two  stand-alone,  zoned  editions.  The  two  zoned  editions  (the 
Arlington  Star-Telegram  and  the  Northeast  Tarrant  Star-Telegram) 
represent  nearly  half  the  Star-Telegram's  circulation  and  cover 
more  than  half  of  the  county’s  population. 

The  purchase  carries  dangers,  however.  The  Star-Telegram's  most 
lucrative  demographic  market  now  lies  in  its  eastern  county  area,  in  a 
no-man’s  land  of  30  odd  cities  ranging  from  a  few  thousand  to  more 
than  300,(X)0  population.  Many  of  the  residents  commute  to  Dallas.  A 
stealth  suburban  circulation  war  has  been  underway  since  1996,  when 
The  Dallas  Morning  Ne\i’s  fired  up  a  daily  newspaper  in  Arlington 
(the  Arlington  Morning  News)  on  the  Star-Telegram's  home  turf. 

The  real  fight  for  dominance  is  over  10  prized  zip  code  areas  in 
a  densely  packed  suburban  sprawl  with  the  kind  of  high  demo- 
\  graphics  that  attract  advertisers  like  honey. 

’  \  How  do  you  capture  the  hearts  and  minds  of  suburbia,  of  peo- 
\  pie  living  far  removed  from  an  urban  center?  The  question  is 
\  being  asked  in  large  newsrooms  across  the  country. 

\  Dallas/Fort  V»'orth  turf  battle  is  a  life  and  death  lesson-in- 

\  the-making.  Effective  suburban  competition  portends  huge  com- 
\  petitive  changes  for  urban  newspapers.  Bigger  alone  is  no  longer 
\  enough.  To  survive,  big  papers  must  learn  to  be  good  at  being 
-urances  \  small.  News  and  features  must  be  targeted  to  relevant  commu- 
safety  \  nities  of  shared  interests.  Editors  must  learn  to  package  spe- 
\  cialized,  in-depth  coverage  —  and  simple,  useful  information 
\  —  for  pockets  of  smaller  cities  and  natural  communities. 

\  The  circulation  fight  here  brings  a  smile  to  sports  colum- 
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ARUMTON  (Tarrant  County)* 

1990  Census  1999  E&P  estimate 

Population  261,721  318,622 

Households  100,651  121,808 

*Accor(ling  to  Editor  &  Publisher  Market  Guide 
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Oklahoma 


nist  Randy  Galloway,  who  found  himself  the  designated  trophy  writer 
in  the  competition  between  Knight  Ridder  and  A.H.  Belo  Corp.,  the 
owner  of  The  Dallas  Morning  News. 

“It  was  the  competition  factor  in  Arlington  and  northeast  Tarrant 

County,”  recalls  Galloway,  who  j 
worked  at  the  Neva’s  for  32  years,  a 
“The  Star-Telegram  wanted  to  S 
show  how  serious  they  were.  ^ 
There’s  absolute  shock  at  the  5 
aggressive  nature  of  the  Star-  ^  ^ 

Telegran  w.”  ^  i 

Galloway,  who  landed  a  j  ^ 

five-year  contract  of  “over  / 

$300,000  a  year,”  says  he  felt  ' 
the  News  wasn’t  aggressive 
enough.  “The  Morning 
News  was  a  buttoned  down 
corporate  giant.”  he  says. 

When  Galloway 

switched  from  Dallas  to 
Fort  Worth  last  summer,  it 
sent  a  buzz  through  both 
papers.  But  it  takes  more 
than  a  buzz  to  deflect  ^ 
the  Dallas  Morning  * 

News,  recognized  as  a 
top  quality  national 
daily.  It’s  also  a  cash 
cow  for  Belo,  which 
chalked  up  $1.4  billion  in  1998 
revenues  with  earnings  of  $64.9  million. 

The  News  was  cast  in  the  carpetbagger  role  when  it  estab¬ 
lished  the  Arlington  Morning  News,  on  the  Star-Telegram's  turf. 

The  Star-Telegram  is  aggressively  fighting  back,  and  executives 
are  aware  the  battle  may  be  long  and  costly.  About  the  time  the 
News  moved  in,  the  Star-Telegram  doubled  its  staff  in 
Arlington,  going  from  about  35  to  75. 


WEB  FRIENDLY 

While  fighting  ferociously 
in  print,  The  Dallas  Morning 
News  and  Fort  Worth  Star- 
Telegram  are  partners  in 
cyberspace.  Although  the 
joint  Web  site  has  yet  to 
appear,  both  newspapers 
announced  June  22  that 
they  will  create  a  combined 
regional  portal  site, 
www.Dfw.com. 

In  what  has  become  a 
growing  trend  among  news¬ 
paper  companies,  the  two 
newspaper  rivals’  shared 
portal  will  provide  access  to 
both  newspapers’  news, 
classified  advertisements, 
and  entertainment  guides. 
Despite  the  joint  effort, 
Dfw.com  will  be  part  of  the 
Star-Telegram’s  parent 
company  online  network, 
Knight  Ridder’s  Real  Cities. 


ARUHBTON  RETAIL  SALES* 

1992  (Census)  1999  estimate  (E&P) 

Total  retail 

establishments  2,735  NA 

Retail  sales  $2.9  billion  $4.37  billion 

Eat  &  drink  NA  $1.59  billion 

Automotive  NA  $1.23  billion 

Major  department  stores:  Dillard’s;  Foley’s;  J.C.  Penney;  Sears 
Principal  shopping  cenier:  The  Parks 

*According  to  Editor  &  Publisher  Market  Guide 


THE  SUBURBAN  SPRAWL 

The  suburban  circulation  fight  here  mirrors  others  in  dense, 
urban  areas:  Tampa  and  St.  Petersburg,  Northwest  Chicago, 
Minneapolis-St.  Paul,  and  Los  Angeles.  Eastern  Tarrant  County, 
with  an  estimated  700,000  population,  has  undergone  rapid  eco¬ 
nomic  change.  The  Dallas/Fort  Worth  Airport  was  the  busiest  in 

www.mediainfo.com 


air  traffic  in  the  world  in  1998  and  the  third 
busiest  in  passengers.  It  pumped  $10.8  bil¬ 
lion  into  the  area  economy  and  accounted  for 
204,000  jobs.  The  Dallas/Fort  Worth  popula¬ 
tion  is  “recentering”  around  the  airport  area, 
urban  experts  say,  making  it  the  newest  eco¬ 
nomic  and  residential  focal  point. 

New  prosperous  communities,  the  so- 
called  “ex-burb,”  for  former  suburban 
dwellers  who  move  even  farther  out  into 
newer,  more  exclusive  enclaves,  are  growing 
daily.  In  coming  decades,  urban  papers  will 
routinely  have  to  reach  even  farther  outward 
to  serve  new  readers.  The  suburban  demo¬ 
graphics  are  rich:  roughly  one-third  of  eastern 
Tarrant  County’s 
population  are  col¬ 
lege  graduates.  In 
the  northeast  coun¬ 
ty  area,  the  average 
median  household 
income  is  $53,964, 
about  $17,000 
above  the  national 
average.  Arlington, 
in  the  southeast,  the 
home  of  the  Texas 
Rangers,  is  the 
state’s  seventh 
largest  city  with 
300.000-plus  popu¬ 
lation.  About  50% 
of  its  residents, 
a-.erage  age  35, 
commute  to  Fort 
Worth  or  Dallas. 

“WE’RE 
AHEAD  OF  PLAN” 

When  Belo  moved  into  Arlington  three 
years  ago  many  observers  were  surprised 
the  Arlington  Morning  News  made  such  a 
small  impact.  Belo  decided  to  make  the 
Arlington  News  an  independent,  stand¬ 
alone,  local-news-only  paper.  Belo’s  inter¬ 
nal  circulation  figures  are  26,887  daily  and 
34,942  Sunday,  compared  to  the  Arlington 
Star-Telegram's,  51,013  daily  and  72,651 
Sunday.  About  90%  of  the  Arlington  News' 
subscribers  receive  the  paper  as  a  section  in 
The  Dallas  Morning  News.  Both  papers’  cir¬ 
culations  in  Arlington  have  grown  each  year. 

The  launch  was  rocky.  “They  were  hiring 
people  who  had  been  copyboys  and  phone 
clerks  for  the  big  paper,”  recalls  a  News 
reporter  at  that  time.  “On  one  story  I  was 
involved  in,  I  had  to  tow  around  a  couple  of 
AMN  ‘reporters’  to  show  them  the  most 
basic  rudiments  of  Reporting  101.  They 
couldn’t  even  take  notes.”  The  Ne\s's  quickly 
26 


tightened  the  reins,  and 
now  earns  high  marks  for 
aggressiveness  in  civic 
reporting  and  capturing 
the  community  feel. 

Former  Arlington  coun- 
cilwoman,  Kay  Taebel  says 
competition  is  real  now, 
and  the  two  papers  are  dif¬ 
ferent  products.  When  the 
Arlington  News  started  up, 
she  recalled,  the  Arlington 
Star-Telegram  welcomed  it 
with  an  editorial  headlined 
“Hissing  Cousins,”  playing  off  the  expres¬ 
sion  for  a  branch  of 
the  family  with  which 
you  don’t  get  along. 

“When  they  both 
came  in.  they  tried  to 
‘out  conservative’ 
each  other,”  she  says. 
“Now,  the  Star- 
Telegram  has  the 
quantity,  but  the 
Morning  News  has 
the  quality.  The  News 
is  more  likely  to 
challenge  the  powers 
that  be  before  some¬ 
thing  happens.”  She 
faults  both  papers 
editorially,  however, 
for  being  too  close  to 
the  establishment. 

While  the  Star- 
Telegram  is  being 
pressured,  Belo  has 
apparently  decided  to  settle  for  a  beach¬ 
head  position  instead  of  an  all-out,  frontal 
assault.  In  the  Dallas  News'  august  executive 
offices  recently,  Robert  Mong,  vice  president 
of  Belo’s  publishing  division,  chuckled  as  he 
recalled  Tony  Ridder.  chairman  of  Knight 
Ridden  ‘Tony  is  portraying  the  competition  as 
a  big  war,”  he  says,  smiling.  “We  look  at  it  as 
a  significant  competition.  What  we’re  going  to 
do  is  be  patient,  put  out  a  good  product  and 
continue  to  build  on  it.  We’re  looking  for 
steady  growth,  and  we  want  our  fair  share.” 

In  an  example  of  that  search  for  growth, 
in  mid-June  Belo  acquired  the  Denton 
Record-Chronicle,  which  also  owns  the 
Lewisville  News  and  The  Grapevine  Sun. 
The  papers  have  a  combined  circulation  of 
about  60,000  in  Denton  County,  whose  fast¬ 
growing  southern  suburbs  border  the 
Dallas/Fort  Worth  metroplex.  Star-Telegram 
owner  Knight  Ridder  also  made  an  offer  to 
purchase  the  paper. 


To  understand  the 
News  is  to  know  it’s  the 
oldest  business  establish¬ 
ment  in  Texas,  tracing  its 
roots  to  1842.  Its  corpo¬ 
rate  culture  could  be 
described  as  sangfroid 
gravitas.  The  News  domi¬ 
nated  and  bought  out  the 
Dallas  Times-Herald  in 
1991  then  turned  its 
attention  toward  buying 
more  newspapers  and 
television  stations.  Belo 
now  owns  seven  newspapers  and  17  televi¬ 
sion  stations.  For  the  past  several  years,  the 
News  has  run  more  display  and  classified 
ad  lineage  than  any  paper  in  the  country. 

The  Arlington  Morning  News  publisher, 
Gary  Jacobson,  acknowledges  he’s  out- 
staffed  by  the  competition,  but  he  sees  no 
cause  for  panic.  “We  have  our  profit  and  loss 
targets,”  he  says.  “We’ve  done  better  every 
year  and  we’re  ahead  of  plan  in  many  areas.” 

Jacobson,  a  veteran  business  editor  with 
Belo  and  USA  TODAY  who  is  respected  as 
a  thoughtful  journalist,  .see  the  stakes  as 
extremely  high  for  the  Star-Telegram.  He 
notes  the  News'  circulation  is  about  equal 
in  Arlington’s  highest  demographic  zip 
codes.  For  the  Star-Telegram  to  lose  signif¬ 
icant  circulation,  it  would  be  like  being  run 
out  of  town  naked.  “They  can’t  afford  to 
fall  behind,”  he  says. 

TARGET  THAT  ZIP  CODE 

Knight  Ridder  bought  the  Star- 
Telegram  and  three  other  papers  —  the 
Kansas  City  Star,  the  Belleville  (Ill.) 
News-Democrat,  and  The  Times  Leader  in 
Wilkes-Barre,  Pa.  —  from  Walt  Disney 
Co.  for  $1.6  billion  in  1997.  Tony  Ridder, 
Knight  Ridder  chairman  and  CEO,  says 
the  money  to  acquire  the  paper  was  well 
spent  and  praises  the  staff’s  performance. 

“The  Star-Telegram  has  been  a  bonafide 
leader  in  building  the  model  newspaper  that 
satisfies  today’s  complex  marketplace,” 
Ridder  says.  “For  starters,  local  news  isn’t 
something  that  the  reporters  do  only  in  the 
local  section.  Local  news  permeates  every 
section  of  that  newspaper  from  Page  One 
through  to  the  last  page.  And  that’s  only  the 
beginning  because  then  there  are  the  many 
intensely  local  Hometown  Star  editions  that 
the  Star-Telegram  produces. 

“The  imperative  for  daily  newspapers 
around  the  country  is  simple:  get  more  read¬ 
ers,”  Ridder  says.  “I  don’t  care  whether  you 
call  them  urban  or  suburban  readers.  They 
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KMIGIfT  RIDDER 

P.  Anthony  (Tony) 
Ridder,  58,  has  led 
Knight  Ridder  as  its  CEO 
and  chairman  since 
1995.  He  had  been  presi¬ 
dent  since  1989.  He 
joined  the  Knight  Ridder 
corporate  staff  as  president  of  the  newspa¬ 
per  division  in  1986. 

Ridder,  a  graduate  of  the  University  of 
Michigan,  was  instrumental  in  moving  his 
company's  headquarters  of  San  Jose,  Calif, 
in  the  heart  of  Silicon  Valley. 

He  is  on  the  executive  committee  and 
board  of  the  Associated  Press,  as  well  as 
serving  as  chairman  of  the  public  policy 
committee  and  member  of  the  board  and 
executive  committee  of  the  Newspaper 
Association  of  America.  Also,  he  serves  on 
the  board  of  Classified  Ventures. 


CIRCULATION 

Fort  Worth  Star-Telegram 

Daily  274,434 

Sunday  344,005 

Arlington  Star-Telegram 
Daily  51,013 

Sunday  72,651 

Northeast  Tarrant  County 

Daily  61,056 

Sunday  84,979 
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want  information  that  mat¬ 
ters  to  them.  In  short,  they  CIRCULATI 

want  information  for  life.  _  ,,  ,, 

.  Dallas  Mon 

News  they  can  use.  „ 

Daily 

Winning  a  story  spot  on  all  Sunda 

the  refrigerator  doors 
across  Tarrant  County  is  a  Arlington  M 

big  reason  the  Star-Tele-  D^ily 

gram  has  increased  circu-  Sunday 

lation  both  daily  and  Northeast  T 

Sunday  over  the  past  three  Daily 

years.”  Sunday 

Kip  Cassino,  director 
of  Knight  Ridder 
research,  says  the  company  has  no  corpo¬ 
rate  formula  for  managing  its  papers.  “We 
just  define  ourselves  locally,”  he  says.  “We 
don’t  try  to  run  a  paper’s  Journalistic  con¬ 
tent,  especially  in  the  case  of  Fort  Worth 
where  research  shows  there’s  a  surprising 
amount  of  community  loyalty  to  the  paper. 

Maybe  so,  but  Arlington  is  now  one  of 
the  country’s  few  300,000-population  cities 
to  have  two  competing,  stand-alone  daiiies. 
Reader  loyalty  is  tested  daily. 

"We  were  told  that  they  were  unhappy 
with  the  Arlington  coverage,”  says  Mac 
Tully,  recalling  when  the  Star-Telegram 
was  taken  to  the  woodshed  by  community 
leaders  in  1996.  “We  were  not  perceived 
as  an  Arlington  paper.”  At  that  time,  the 
Star-Telegram  wa.s  serving  Arlington  with 
a  sub-section. 

The  paper  renamed  itself  the  Arlington 
Star-Telegram  and  became  a  full-service, 
zoned  edition.  They  also  established  a  zoned 
Northea.st  Edition  in  1994.  Combined,  the 
two  zoned  editions  account  for  about  40% 
of  the  Star-Telegram's  247,434  daily  and 
344,005  Sunday  circulation. 

“We’re  leading  the  circulation  battle 
about  2  to  1  in  Arlington  and  about  3  1/2  to  1 
in  the  northeast,”  Tully  says.  He  says  the 
“must  win”  zip  codes  come  down  to  about 
five  in  Arlington  and  five  in  the  northeast. 

One  key  to  holding  and  expanding  circu¬ 
lation  has  proven  to  be  six  zoned  Hometown 
Star  tabloids  inserted  into  the  Arlington  and 
Northeast  Edition  papers  on  Sunday. 


CIRCUUTION 

Dallas  Morning  News 

Daily  513,544 

Sunday  775,493 

Arlington  Morning  News 

Daily  27,420 

Sunday  36,743 

Northeast  Tarrant  County 


CORPORAn  SNAPSHOTS 

Knight  Ridder 


The  tabs  are  crammed 
I  with  features  and  pictures 

designed  to  bring  human 
51 3  544  interest  stories  down  to  the 

775  493 

north  and  south 
ling  News  Hometown  Stars  and  four 

27,420  northeast  Hometown 

36,743  Stars,  each  aimed  at  a  dis- 

iint  County  crete,  high-income  com- 

18,452  munity.  The  Stars  tend  to 

24,688  he  partly  focused  around 

school  districts  to  try  to 
capture  both  kids  and  par¬ 
ents.  Each  tab  has  an  editor  and  staff,  whose 
pictures  run  on  the  second  page.  “That 
allows  people  to  con- 


perous  shops  because  they  are  in  such  short 
supply.  The  reporter,  Barbara  Powell,  says 
she  got  more  than  70  responses.  “It  touched 
a  nerve,”  she  says.  “People  want  anything 
about  workplace  issues.” 

O.K.  Carter,  a  popular  Arlington  Star- 
Telegram  columnist,  believes  he  sees  the 
past  in  the  present  suburban  competition. 

“If  Arlington  were  50  miles  farther  away, 
it  would  have  had  its  own  newspaper,  TV  sta¬ 
tion,  and  three  or  four  radio  stations,”  he 
muses.  “It’s  interesting  the  weapon  of  choice 
each  paper  has  selected.  They  can’t  win  a  cir¬ 
culation  battle  by  giving  more  state,  national, 
or  international  news  —  the  weapon  has 
been  down  home,  weekly  news  values.” 


’98  revenue 
’98  earnings 
No.  of  newspapers 

No.  of  employees 
Headquarters 


$3.1  billion 
$365.9  million 
31 

20,000 

San  Jose,  Calif. 


nect  with  who’s  writ-  •  u 

ing  the  contents  and  A.ll.  D 

selling  the  ads,”  Tully 
says.  “Connecting  is  a 
very  big  thing.” 

Hometown  Stars 
is  designed  to  appeal 
to  suburban  interests. 

Departments  include 

“Hometown  News,”  ^echerd,  who  K 

“Hometown  Relig- 

.  „  „„  .  became  the  comi 

ton.  Hometown 

Lifestyles,”  “Home-  He  has  served  o 

town  School  News,” 

K  i  d  .  Z  o  n  e  ,  America  and,  in  ( 

Hometown  Sports,  Clinton  appointed 

and  “Hometown  Commission  on  Pi 

Business.”  for  Digital  Broadcj 

Gary  Hardee,  the  In  addition  to  his 
Arlington  Star-Tele-  is  Belo’s  largest 

gram  managing  edi-  ed  to  the  compan; 

tor,  says  suburban  cir-  1976. 

culation  competition 

isn’t  like  the  movie  “Front  Page.”  “The 
emphasis  is  not  on  the  scoop,  although 
they’re  welcome,”  he  says.  “It’s  not  about 
having  more  190-point  headlines.  It’s  about 
how  you  reach  down  into  the  community 
through  the  stories.” 

He  cited  two  recent  examples:  When  a 
child  suffered  a  broken  arm  while  being 
restrained  in  a  special  education  class,  the 
paper  covered  the 
news  story  but  then 

spent  one  month  look- 
A.  H.  Belo  .  .  .  ... 

mg  into  special  educa- 

$1.4  billion  tion  training,  the  cost, 

$64.9  million  and  the  problems, 

currently  7  (pending  Another  story  focused 

sale  of  another)  expert  automobile 

6,920  mechanics  and  how 

Dallas,  Texas  they  are  being  hired 

away  by  more  pros- 


A.H.  BELO  CORP. 

Robert  Decherd,  48, 
has  worked  for  Belo  or 
its  principal  newspaper 
subsidiary.  The  Dallas 
Morning  News,  since  his 
graduation  from  Harvard 
College  in  1973. 

Decherd,  who  led  Belo’s  evolution  as  a 
publicly  held  company  in  the  1980s, 
became  the  company’s  CEO  on  Jan.  1, 
1987. 

He  has  served  on  the  executive  commit¬ 
tee  of  the  Newspaper  Association  of 
America  and,  in  October,  1997  President 
Clinton  appointed  him  to  the  Presidential 
Commission  on  Public  Interest  Obligations 
for  Digital  Broadcasters. 

In  addition  to  his  executive  role,  Decherd 
is  Belo’s  largest  shareholder.  He  was  elect¬ 
ed  to  the  compa.ny’s  board  of  directors  in 
1976. 


BRANDING 
TIME  IN 
TEXAS 

A  big  part  of 
suburban  competi¬ 
tion  is  branding  a 
paper  as  represent¬ 
ing  the  interests  of 
a  community.  To 
better  understand 
suburban  interests, 
the  Star-Telegram 
hired  The  Cam¬ 
bridge  Group  of 
Chicago  to  do 
branding  research 
with  23  focus 
groups  over  a  three- 
month  period  in 
1998.  Results  came 
down  to  four  edito¬ 
rial  stress  points:  a 


full-service  paper, 
in-depth  local  coverage,  wide  ranging 
lifestyle  stories,  and  ea.se  of  use. 

The  data  was  culled  to  help  shape  editori¬ 
al  content  and  to  better  focus  marketing 
efforts.  The  paper’s  current  slogan,  “What 
Do  You  Want  To  Know?”  itself  came  out  of 
branding  research. 

“Micro-layering”  is  the  Star-Telegram's 
current  research  buzz  word.  It  means  offer¬ 
ing  three  levels  of  editorial  and  advertising 
coverage:  the  full-service  papers,  the 
tabloid  Hometown  Stars,  and  targeted 
material  in  the  zoned  Hometown  Stars 
aimed  at  the  prized  zip  codes. 

“The  layered  approach  combines  all  the 
information  into  one  source,”  Tully  says. 
“The  whole  premise  is  to  keep  readers  from 
having  to  go  to  two  places.” 

Jerry  Scott,  the  Star-Telegram's  marketing 
vice  president,  sees  focus  groups  as  essential 
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to  understanding  suburban  readers.  “I  think 
content  is  a  major,  major  factor,  but  other 
issues  are  also  very  important,”  he  says. 

“Community  involvement  is  a  big  one. 
In  Arlington,  we  found  people  wanted  the 
paper  to  play  a  much  greater  role  in  the 
community.” 

Consequently,  the  Star-Telegram  hired  a 
former  Arlington  mayor,  Richard  Green,  the 
day  he  left  office  two  years  ago  to  serve  as 
vice  president  of  community  relations  and  to 
write  an  op-ed  column.  The  move  caused  a 
public  controversy  among  critics  who 
claimed  the  paper’s  objectivity  was  being 
compromised.  By  most  accounts,  the  com¬ 
munity  relations  group,  which 
has  an  annual  budget  of  more 
than  $1  million,  now  scores 
big  for  getting  more  citizens 
involved  with  the  paper. 

A  sampling  of  recent  spon¬ 
sored  events  includes  a  grand¬ 
parents’  dance  (600  attending), 
public  school  academic  and 
athletic  awards  (l,(X)0  kids 
and  parents)  and  club-mem- 
bers-of-the-year  ceremonies. 

Many  events  find  their  way 
into  the  Hometown  Stars.  “This  is  a  feel 
good  thing  in  the  paper,”  Tully  says.  “It 
accentuates  the  positive.” 

Jacobson  looks  to  the  News'  reporting  as 
a  major  part  of  its  branding  image.  “I’m 
proud  that  we’re  having  some  of  the  highest 
election  turnouts  in  history,”  he  says. 

“I  think  it’s  becau.se  of  the  more  intensive 
coverage  of  government  at  all  levels.  We 
print  what  people  say.  It’s  getting  more  peo¬ 
ple  involved,  and  we’re  getting  good  feed¬ 
back  from  the  community  and  our  peers.” 

The  Neva’s  also  brands  through  extensive 
sponsorships,  including  the  Arlington 
Philharmonic  Orchestra.  The  Ne\\'s  scored  a 
coup  when  it  signed  up  rights  for  advertising 
inside  the  Rangers’  ballpark.  But  it  was 
trumped  when  the  Star-Telegram  agreed  to 
pay  for  a  large  Texas  Rangers’  sign  on  the 
major  highway  in  front  of  the  ballpark.  Near 
the  top  of  the  sign  is  the  Star-Telegram 
imprint.  “For  around  $100,000  it  was  a  great 
bargain.”  Tully  says. 

Belo  executives  talk  of  leveraging  their 
scale  and  more  interactivity  between  print 
and  broadcast  divisions.  In  January,  Belo 
started  TXCN,  a  regional  24-hour  CNN- 
type  cable  television  news  channel.  Belo 
plans  to  use  its  TV  stations  in  Houston, 
San  Antonio,  and  Dallas,  plus  its  Texas 
newspapers  as  content  providers.  Belo  has 
begun  exploring  ways  to  do  joint  stories 


using  print  and  broadcast  reporters. 
Selected  print  reporters  and  editors  have 
already  had  on-camera  training  sessions. 

Belo  is  also  exploring  ways  to  target 
some  broadcast  content  down  to  zip-code 
levels  by  feeding  programming  into  small¬ 
er,  local  cable  systems.  “We’re  really  just  at 
the  beginning  of  thinking  of  how  to  u.se  our 
scale  the  best  way,”  Mong  says.  “We  have 
a  wonderful  combination  of  assets  here.” 

SUBURBAN  FOOT  SOLDIERS 

Wherever  there’s  competition,  the  action 
is  really  in  the  front  lines.  The  place  with 
the  hottest  action,  and  where  the  reporters 
feel  most  outgunned,  is  the 
News'  northeast  bureau, 
staffed  by  editor  Dennis 
Noone  and  six  reporters. 

The  Star-Telegram's 
Northeast  Edition  has  a 
61,056  daily  and  84,979 
Sunday  circulation  and  a 
75-person  staff.  The 
Morning  News  northeast 
subsection  runs  only 
Thursday  through  Sunday 
and  has  in-house  circulation 
figures  of  1 8,452  daily  and  24,688  Sunday. 

Noone  believes  bureaus  are  becoming 
more  and  more  critical  in  urban  reporting 
strategy.  Eventually,  he  says,  sub-sections 
and  zoned  editions  could  overshadow  the 
metro  section  in  some  markets.  “One  of  the 
hardest  things  we’ve  had  to  crack  is  the 
Star-Telegram's  ingrained  presence  in  the 
community,”  Noone  says.  “Everywhere 
you  look  you  see  Star-Telegram  people  on 
committees,  spon.soring  events.  We  have  a 
saying  up  here:  the  Star-Telegram  sponsors 
school  boards  and  we  cover  them.” 

Steve  Miller,  a  bureau  reporter  who  covers 
schools  in  South  Lake,  where  the  average 
home  price  is  $26().(XX),  says  he  has  to  "think 
out  of  the  box”  to  compete.  “They’re  incre¬ 
mental.”  he  says.  “They  can  do  everything 
because  of  their  numbers.  I  have  to  think  of 
themes  and  issues  because  1  may  not  be  able 
to  get  a  story  in  the  next  day’s  paper.” 

Recently,  instead  of  school  bttard  details, 
he  cast  the  week’s  story  around  an  “old 
guard,  new  guard”  theme,  showing  “how 
the  old  timers’  are  more  willing  to  have  any 
kind  of  development,  where  the  new  people 
have  a  high-dollar,  high-end  view.” 

Noone  says  suburban  reporters  are 
competition  junkies.  “Our  biggest  frustra¬ 
tion  is  being  outstaffed.”  he  says,  “but  if 
we  were  alone  with  no  competition  we 
might  as  well  phone  it  in  —  it  wouldn’t 


be  fun  coming  to  work.” 

April  Washington,  a  hard-charging 
Arlington  Morning  News  political  reporter, 
couldn’t  agree  more.  She  says  she  regular¬ 
ly  feels  the  heat  from  establishment  figures 
who  aren’t  accustomed  to  hard  scrutiny. 

“I  think  some  people  think  we  don't 
cover  politics  on  the  same  level,  but  we  do.” 
she  says.  “When  we  first  started  the  war, 
they  said  you  guys  are  just  sensationalizing 
stories,  trying  to  dig  up  dirt  or  upsetting  the 
way  things  are  done.  They  weren’t  prepared 
for  what  comes  when  two  papers  compete 
with  each  other.  Before  it  was  all  pretty 
much  meeting  and  event  driven.  Now,  we 
also  try  to  take  a  closer  look  at  things.” 

For  example,  the  News  broke  a  story  last 
year  about  a  deal  the  city  had  with  the  Texas 
Rangers,  who  made  a  luxur>'  box  available  to 
officials  who  used  it  to  entertain  friends, 
business  associates,  and  to  do  city  business. 
At  the  same  time,  the  city  was  involved  in  a 
legal  dispute  between  citizens  and  the 
Rangers  over  prices  paid  for  the  land  the  sta¬ 
dium  was  built  on.  The  story  raised  the  ques¬ 
tion  of  insider  friendships.  The  News  also 
FOI’d  water  department  records  that  showed 
some  elected  officials  were  receiving  prefer¬ 
ential  treatment  on  paying  for  water  bills. 

Todd  Wills,  a  News  general  assignment 
reporter,  says  suburban  subscribers  are 
voracious  readers  of  land  use  and  business 
stories.  “Eighty  percent  of  some  cities  are 
undeveloped,”  he  says.  “We  see  50  to  1(X) 
rooftops  going  up  every  time  you  turn 
around.  If  they  have  a  story  you  don’t  have, 
it  makes  you  sick  in  the  stomach. 

“For  three  years,  this  has  been  an  incred¬ 
ible  experience.”  he  says.  “It’s  tiring,  but  it 
makes  everyone  better.” 

FUTURE  OF  URBAN  JOURNALISM 

Urban  papers  must  divide  and  conquer. 
Smaller  cities  and  natural  communities 
must  be  empowered  through  coverage  of 
content-rich  zoned  sections,  or  —  when 
appropriate  —  zoned,  stand-alone  newspa¬ 
pers.  There’s  a  huge  payoff  for  urban  news¬ 
papers  that  can  deliver  a  sense  of  place  to 
suburbia.  Editors  who  can  see  the  needs  of 
smaller,  outlying  cities  and  who  can  recog¬ 
nize  the  peoples’  interests  in  sprawling  sub¬ 
urbs,  need  not  fear  the  future.  But  editors 
and  reporters  who  can’t  see  the  people  in 
the  suburban  sprawl  will  have  their  profes¬ 
sional  lives  cut  short. 


Hamric  is  an  associate  professor  of 
journalism  at  the  University  of  Texas  at 
Arlington. 


“There’s 
absolute  shock 
at  the  aggressive 
nature  of  the 
Star-Telegram 
now.” 

Randy  Galloway,  sports 
columnist  for 
the  Star-Telegram 
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Newspaper  financials 

Continued  from  page  19 

by  1%  to  2%,  and  reduce  capital  spend¬ 
ing,  executives  say. 

Ridder  also  stresses  the  company’s 
marketing  and  online  push,  and  hinted  at 
spinning  off  its  Internet  activities  in  the 
near  future.  Newspaper  ad  revenues  are 
generally  good,  and  Detroit  continues  to 
resolve  union  issues  outstanding  there, 
he  reports. 

TIMES  MIRROR  CO. 

The  company  expects  a  solid  second 
quarter  and  is  “comfortable”  with  ana¬ 
lysts’  estimate  of  $3  earnings  per  share 
for  1999,  CFO  Tom  Unterman  says. 

Cost-cutting  measures  set  in  motion  at 
the  Los  Angeles  Times  in  1998  are  start¬ 
ing  to  bear  fruit  this  year,  and  revenues 
should  be  up  by  the  end  of  the  year, 
thanks  to  strong  national  advertising, 
says  recently  appointed  publisher  Kath¬ 
ryn  Downing.  In  one  of  her  first  public 
appearances  as  publisher  of  the  flag.ship. 
Downing  repeated  her  commitment  to 
carrying  out  the  goals  set  by  Times 
Mirror  chairman  Mark  Willes,  who  gave 
up  the  publisher  title  earlier  this  month 
to  focus  on  the  company’s  other  core 
divisions.  As  the  L.A.  Times  shifts  circu¬ 
lation  growth  strategies,  circulation  rev¬ 
enues  are  down  4.5%  so  far  this  year,  but 
are  expected  to  improve  by  year-end. 
Downing  says. 

The  Eastern  Newspapers  division, 
powered  by  the  Baltimore  Sun  and 
Newsclay  in  Long  Island,  N.Y.,  showed 
1 1  %  ad  revenue  growth  so  far  this  year 
and  is  on  target  to  maintain  its  level  of 
20%  operating  profit  margins  for  the 
year,  says  Raymond  Jansen,  division 
executive  vice  president.  The  company’s 
health  magazine  unit  lags  due  to  adver¬ 
tising  softness,  but  is  expected  to 
improve  later  this  year,  executives  say. 

MEDIA  GENERAL  INC. 

In  a  whirlwind  last  year,  Richmond, 
Va.-based  Media  General  converted  five 
of  its  newspapers  to  the  a.m.  cycle, 
launched  Sunday  editions,  sold  its  cable 
division,  and  integrated  newly  acquired 
Park  Communications.  This  year,  look 
for  the  Southeastern  media  company  to 
pay  down  debt  and  troll  for  newspapers 
and  TV  stations,  using  proceeds  from  the 
sale  of  the  cable  unit  and  its  Denver 
Newspapers  stock. 

CEO  J.  Stewart  Bryan  III  admitted 


problems  at  five  TV  stations,  due  in  part 
to  soft  market  conditions,  but  says  the 
company  is  working  hard  to  improve 
market  share  and  expects  an  improve¬ 
ment  in  the  second  half  of  the  year. 
Under  questioning  by  analysts,  he  de¬ 
fended  the  sale  of  the  cable  division, 
which  will  saddle  the  company  with  a 
$500  million  tax  liability,  and  the  Park 
acquisition. 

PULITZER  INC. 

Acquisitions  top  the  agenda  at 
Pulitzer  Inc.,  the  3-month-old  newspaper 
company  created  to  operate  the  newspa¬ 
pers  formerly  run  by  Pulitzer  Publishing 
Co.  CEO  Robert  Woodworth  says  the 
company,  unencumbered  by  debt,  is  on 
the  acquisition  warpath  for  newspapiers 
in  the  20,000-  to  50,000-circulation 
range  in  markets  with  growth  potential, 
as  well  as  for  new-media  companies. 

Woodworth  reports  that  a  redesign  at 
the  flagship  St.  Louis  Post-Dispatch  is 
paying  off  in  the  form  of  strong  revenue 
growth  over  the  past  few  years,  and  the 
paper  is  implementing  new  classified  ad 
sales  initiatives,  adding  14  ad  sales  reps 
and  instituting  a  performance-based  pay¬ 
ment  plan.  Attempting  to  reverse  circula¬ 
tion  declines,  the  paper  named  a  new  cir¬ 
culation  director  and  installed  new  mar¬ 
keting  software. 

The  outlook  for  1999:  4.5%  newspa¬ 
per  ad  growth  and  modest  capital  spend¬ 
ing  in  the  $8  million  to  $10  million 
range. 

A.H.  BELO  CORP. 

Despite  the  absence  of  political  adver¬ 
tising  at  its  TV  stations  this  year,  Dallas- 
based  Belo  predicts  strong  financial 
results  in  the  second  half  of  1999, 
through  extra  sales  efforts  and  tight 
expense  controls.  Publishing  revenues 
are  up  2%  in  the  second  quarter,  and  The 
Dallas  Morning  News,  which  accounts 
for  two-thirds  of  the  newspaper  division, 
is  on  track  for  a  good  year  in  terms  of 
revenues  and  circulation,  although  clas¬ 
sified  remains  a  concern,  publishing 
president  Burl  Osborne  reports. 

LEE  ENTERPRISES  INC. 

Davenport,  lowa-based  Lee,  with 
small-  to  medium-sized  properties  con¬ 
centrated  in  the  Midwest,  is  pinning  its 
hopes  on  a  new  leadership  team  to  revi¬ 
talize  its  lagging  broadcast  division.  The 
company  named  a  new  broadcast  chief, 
Gannett  veteran  Colleen  Brown,  and 
replaced  four  of  its  TV  station  general 


managers  and  is  already  seeing  some 
turnaround.  Brown  reports.  In  the  pub¬ 
lishing  division,  ad  revenues  were  up  6% 
in  the  first  three  months  of  1999,  with 
classified  revenues  flat  to  gaining,  and 
overall  EBITDA  was  up  5.5%  in  the  first 
half  of  the  year,  executives  say.  The  divi¬ 
sion  is  in  the  process  of  consolidating 
some  business-side  operations  to  save 
money,  and  plans  to  continue  online 
investments  and  look  for  acquisitions 
this  year.  Also  new  to  the  corporate  team 
is  former  Times  Mirror  exec  Mary 
Junck,  recently  named  chief  operating 
officer,  who  says  the  company  will  pur¬ 
sue  an  aggressive  growth  strategy,  noting 
that  the  company’s  small-  to  medium¬ 
sized  properties  are  insulated  from  the 
volatility  of  big  metro  markets. 

MC  CLATCHY  CO. 

The  Sacramento,  Calif.-based  compa¬ 
ny  started  the  year  strong,  despite  slow 
local  ad  revenue  growth  in  May  at  the 
Minneapolis  Star  Tribune,  acquired  in 
March  1998,  and  looks  for  overall  com¬ 
pany  revenue  growth  of  4%,  with  5%  ad 
growth,  in  all  of  1999,  executives  say. 

The  Star  Tribune,  which  contributes 
37%  of  company  revenues,  grew  rev¬ 
enues  2.8%  in  the  first  five  months  of 
1999,  and  is  on  track  to  achieve  mid-sin¬ 
gle  digit  growth  for  all  of  1999,  says 
president  and  publisher  John  Schueler. 
McClatchy,  an  early  online  player,  looks 
for  $14  million  in  revenues  from  online 
activities  in  1999,  up  from  $10.2  million 
in  1998. 

HOLLINGER  INTERNATIONAL  INC. 

Hollinger’s  Financial  Post,  Canada’s 
new  national  newspaper,  is  exceeding 
circulation  expectations,  now  at  287,000 
average  daily  circulation,  executives 
crowed.  Losses  have  been  higher  than 
expected,  but  the  company  predicts  the 
paper,  launched  last  fall,  will  turn  a  prof¬ 
it  by  the  end  of  2000. 

Declaring  that  “we’re  not  in  the  buggy 
whip  business,”  Paul  Healy,  vice  presi¬ 
dent  for  corporate  development  and 
investor  relations,  says  the  company  is 
making  big  investments  in  the  online 
world.  At  the  Chicago  Sun-Times,  man¬ 
agement  celebrated  the  defeat  of  a  union 
campaign  in  the  advertising  department 
earlier  in  June.  Also  at  the  Sun-Times,  a 
redesign  is  under  way,  and  a  new  press 
has  been  planned.  Hollinger  also  is 
streamlining  its  organizational  structure, 
which  has  been  criticized  as  being  too 
complex. 
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Papers  dive  into 
portai  strategy 


lA  WEEKLY 


ExSfP  BRIEFS 


The  portai  craze  has  taken 
the  industry  by  storm,  it’s 
even  driving  competitors  in 
the  print  world,  like  Knight 
Ridder  and  A.H.  Belo  Corp., 
to  cooperate  online. 

by  Carl  Sullivan 

Major  newspaper  chains  are  div¬ 
ing  into  the  portal  strategy  — 
in  some  cases  by  partnering 
with  their  competitors.  During  an  ana¬ 
lysts’  meeting  in  New  York  June  21-23, 
Knight  Ridder  New  Media  of  San  Jose. 
Calif.,  announced  it  will  partner  with 
A.H.  Belo  Corp.  of  Dallas  and  Central 
Newspapers  Inc.  of  Phoenix  to  create 
regional  portals  where  the  three  compa¬ 
nies  have  newspapers. 

The  Fort  Worth  Star-Telegram  and 
The  Dallas  Morning  News  have  already 
Joined  together  to  create  Dfw.com,  a 
regional  portal  for  the  entire  Dallas-Fort 
Worth  area  that  debuted  June  22.  The 
combined  portal  will  provide  access  to 
both  newspapers’  news,  classified 
advertisements,  and  entertainment 
guides.  The  Star-Telegram  is  a  Knight 
Ridder  paper,  while  the  Morning  News 
is  a  Belo  Corp.  property. 

Visitors  to  http://www.dfw.com  will 
also  find  access  to  searchable  Yellow 
Pages  directories  with  maps  and  direc¬ 
tions.  The  site  will  provide  links  to  over 
6,000  local  Web  sites.  Users  will  be 
offered  complimentary  e-mail  addresses 
through  dfw.com.  And  14  community 
guides  for  the  region  will  be  included. 
Each  newspaper  will  retain  its  own  news 
Web  site,  which  will  be  easily  accessible 
from  the  home  page  of  the  portal. 

Dfw.com  will  be  part  of  Knight 
Bidder’s  Real  Cities  network,  which  will 
be  called  Real  Cities  2,  a  group  of 
regional  portals  for  the  top  25  markets. 
“By  combining  resources,  they’ll  pro¬ 
vide  a  strong  resource  and  a  wide  variety 
of  information  for  the  DFW  area,”  says 


Kathy  Yates,  acting  president  of  Knight 
Ridder  New  Media. 

“The  portal  has  a  very  different  mission 
than  the  newspaper  Web  site.  We’re  not 
approaching  the  online  world  in  a  defen¬ 
sive  way.  We’re  approaching  it  in  an  offen¬ 
sive  way.”  Knight  Ridder  hopes  to  roll  out 
many  of  its  regional  portals  in  July. 

At  the  same  meeting,  the  Washington 
Post  Co.  expressed  its  intent  to  transform 
its  newspaper  Web  site  into  a  local 
Internet  portal  featuring  more  regional 
lifestyle  news  and  information.  Alan  G. 
Spoon,  president  and  chief  operating  offi¬ 
cer  at  the  company,  says  the  effort  will 
cost  millions.  In  the  end,  he  expects  the 
portal  strategy  to  dramatically  increase 
revenues  for  the  company. 

The  McClatchy  Co.’s  Nando  Media 
announced  it.  too,  will  transform  its  Web 
sites  into  a  portal.  Christian  Hendricks, 
president  of  Nando  Media,  projects  $14 
million  in  revenue  for  1999. 

Tribune  Co.  of  Chicago  also  stressed 
its  growth  in  new  media  and  technology 
by  reminding  investors  of  last  month’s 
creation  of  Tribune  interactive  as  a  sepa¬ 
rate  line  of  business.  “We  already  have  a 
powerful  Internet  business  generating  70 
million  page  views  per  month  and  $25 
million  to  $30  million  in  annual  rev¬ 
enues,”  says  Donald  C.  Grenesko,  Trib¬ 
une  Co.’s  senior  vice  president  of  finance 
and  administration.  “This  move  intensi¬ 
fies  our  goal  of  turning  interactive  into  a 
profitable  business.” 

Tribune  Interactive  combines  four 
online  newspapers,  17  television  Web 
sites,  and  other  Internet  products  and  ser¬ 
vices  such  as  Black  Voices  and 
Go20rlando.com. 

Knight  Ridder  CEO  Tony  Ridder  says 
his  company  may  Join  the  latest  newspa¬ 
per  companies,  including  the  New  York 
Times  Co.,  Tribune  Co.,  and  Belo,  to  spin 
off  their  new-media  assets.  All  of  these 
companies  may  be  creating  separate 
Internet  companies  in  preparation  for  ini¬ 
tial  public  offerings.  But  Times  Mirror 
Co.’s  chief  financial  officer  Thomas 
Unterman  says  his  company  will  not  spin 
off  its  new-media  assets. 


Who’s  profitable? 

More  news  about  who’s  making  money 
online  trickled  out  of  the  recent  analysts’ 
meeting  in  New  York.  Gannett  chairman 
John  Curley  says  USAToday.com  should 
be  profitable  for  the  entire  year.  No  word 
on  profits,  but  revenues  for  startribune.com 
in  Minneapolis  have  increa.sed  12%  this 
year,  says  Star  Tribune  Co.  publisher  and 
president  John  Schueler. 

At  the  Times  Mirror  Co.,  executive  vice 
president  Thomas  Unterman  says  Web 
operations  will  bring  in  $25  million  in 
revenues  this  year,  but  spending  on  the 
Web  is  still  double  that. 

Knight  Ridder  CEO  Tony  Ridder  says 
Real  Cities  will  have  revenues  of  $30 
million  this  year.  At  the  recent  Nexpo, 

Chris  Jennewein,  vice  president/technol¬ 
ogy  &  operations,  said  that  while  the 
overall  new-media  division  isn’t  prof¬ 
itable,  several  of  its  sites  are,  including 
those  based  in  Philadelphia,  Miami,  Ma¬ 
con,  Ga.,  and  Tallahassee,  Fla. 

At  Central  Newspapers  Inc.,  The 
Arizona  Republic's  Web  site,  AZCentral, 
expects  a  small  profit  this  year,  says  John 
Oppedahl,  president  and  publisher  of 
Phoenix  Newspapers  Inc. 

McAdams  named 
first  online  chair 

Melinda  “Mindy”  McAdams  was 
recently  appointed  the  first  Knight  Chair 
in  Journalism  Technologies  and  the 
Democratic  Process  at  the  University  of 
Florida’s  College  of  Journalism  and 
Communications.  She  will  design  and 
teach  courses  on  how  technology  is  u.sed 
to  gather,  analyze,  and  disseminate  news. 

“The  Internet  provides  people  with 
thousands  of  places  to  get  information 
other  than  relying  on  their  local  newspa-  \ 
per  or  TV  or  radio  stations,”  McAdams 
says.  “This  is  Just  one  of  many  ways  the 
world  is  changing  as  a  result  of  new  tech¬ 
nologies.  Journalists  and  the  news  media 
need  to  be  vigilant,  not  complacent  or 
resistant,  in  confronting  these  changes.” 

McAdams  is  the  Web  strategist  for  the 
American  Press  Institute  in  Reston,  Va. 

She  previously  worked  on  Digital  Ink, 
the  Washington  Post  Co.’s  first  online 
newspaper. 
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Accident  statistics: 

A  crash  course 

From  bicycio  fatalities  whether  air  bags  were  used,  etc.), 

to  DWI,  FARS  provides  “Crashes”  (including  dates  and  times, 

road  conditions,  and  so  on),  “Vehicles” 
the  numbers  for  your  story.  (detailing  number  of  occupants,  types  of 

vehicles  involved),  and  “Drivers”  (such  as 
by  Charles  Bowen  license  status,  DWI  convictions,  and/or 

speeding  violations).  You  can  check  as 

In  a  morbid  tradition  that  only  a  jour-  many  data  field  boxes  as  you  want. 

nalist  could  love,  newspapers,  radio,  The  site  now  asks  you  to  hone  the 
and  TV  routinely  observe  holidays  like  search  further  by  selecting  a  state  —  or 
the  Fourth  of  July  by  assigning  someone  you  can  search  for  all  states.  Also, 


/  Ti 


the  latest  list  of  studies,  covering  subjects 
such  as  fatalities  in  which  speeding  was  a 
factor,  age  breakdowns  of  drivers  in  sin¬ 
gle-vehicle  crashes,  alcohol  test  results  in 
fatal  crashes  listed  by  state,  and  total 
fatalities  involving  large  trucks. 

Other  considerations  for  using  this  ser¬ 
vice  in  your  reporting  and  writing: 

IThe  introductory  page’s  “Reports 
Library”  lets  you  examine  crash 
reports  by  the  National  Center  for  Statis¬ 
tics  and  Analysis.  You  can  search  by  year 
and/or  keyword  or  you  can  browse  the 
data  by  clicking  on  links  to  “Fact  Sheets,” 
“Trends,”  “Crashes,”  “Vehicles,”  “Peo¬ 
ple,”  or  “States.” 


2  For  advanced  use  of  the  “Query  FARS 
Data”  and  the  “Query  Wizard”  fea- 


on  the  staff  to  keep  tabs  on  the  highway 
death  toll. 

Leave  it  to  the  World  Wide  Web  to 
make  even  that  Job  easier,  providing 
more  background  on  traffic  accidents 
than  you  ever  thought  you  needed. 

Want  to  compare  your  state’s  acci¬ 
dent  rate  with  its  neighbors?  With  the 
national  average?  With  other  states  of 
similar  size  and  density? 

Need  to  explore  age  as  a  factor  in 
highway  deaths  or  get  statistics  on 


tures,  online  workbooks  are  available 
for  downloading  and  printing.  Each 
covers  use  of  the  systems  for  specific 
applications.  Note  the  workbooks  are 
in  Adobe’s  portable  document  format, 
so  you  will  need  the  company’s  free 
Acrobat  Reader  on  your  computer  to 
view  the  documents. 

3  Need  to  talk  to  a  person  about  the 
data  you’ve  found?  What  a  con¬ 
cept!  Use  the  “FARS  Contacts”  link 
on  the  introductory  page  of  the  site  for 


alcohol-related  fatalities?  Looking  for 
data  on  fatal  crashes  in  which  speed  was 
a  factor?  How  about  accidents  involving 
rollovers,  collisions  with  large  trucks,  or 
deaths  from  crashes  with  emergency 
vehicles? 

Searching  for  statistics  on  pedestrians 
or  bicyclists  killed  by  cars  and  trucks? 
Fatalities  in  the  beds  of  pickup  trucks?  A 
breakdown  of  fatal  wrecks  by  time  of  day 
and/or  weather  conditions? 

FARS  —  the  Fatality  Analysis  Report¬ 
ing  Sy.stem  —  operated  by  the  U.S.  De¬ 
partment  of  Transportation  (DOT)  reports 
and  crunches  the  numbers  on  all  U.S.  fatal 
vehicle  crashes  that  occur  on  public  road¬ 
ways.  The  site  provides  access  to  data 
from  the  DOT’s  National  Highway  Traffic 
Safety  Administration  (NHTSA)  and  can 
be  searched  by  keyword  or  browsed  by 
pre-selected  topics. 

Start  by  visiting  the  site  at  http://www- 
fars.nhtsa.dot.gov.  To  do  a  keyword 
search,  click  on  the  “Query  FARS  Data” 
link  on  the  introductory  page.  You  then  are 
prompted  to  select  a  year  for  the  data  you 
seek.  The  next  screen  provides  a  large  list 
of  interest  areas  in  four  categories,  includ¬ 
ing  “Persons”  (for  details  on  age  and/or 
gender  of  victims,  drug  and  alcohol  use. 


depending  on  the  variables  you  choose  in 
the  previous  screen,  the  database  has  other 
specific  questions.  If  you  selected  “Age” 
in  the  previous  display,  the  site  asks  if  you 
want  to  look  for  a  specific  age  group.  If 
you  indicated  an  interest  in  “Person  Type,” 
you  then  may  choose  from  drivers,  pas¬ 
sengers,  pedestrians,  bicyclists,  and  so  on. 
The  site  then  reports  the  statistics  match¬ 
ing  your  query. 

Additional  buttons  at  the  bottom  of  the 
screen  enable  you  to  further  crunch  the 
numbers.  A  “Univariate  Tabulation”  op¬ 
tion  lets  you  recount  the  figures  according 
to  another  variable  you  specify.  “Cross 
Tab”  lets  you  count  the  fatalities  accord¬ 
ing  to  any  two  variables.  Of  particular 
interest  is  the  “Case  Listing”  option, 
which  lists  the  actual  accident  report  for 
each  fatality  reported.  Click  the  hyperlink 
to  get  the  date  and  time  of  the  accident, 
codes  for  the  city  and  county  where  it 
occurred,  the  number  of  people  involved, 
the  speed  limit,  the  atmospheric  condi¬ 
tions,  even  the  arrival  time  of  the  ambu¬ 
lance. 

As  an  alternative  to  searching  the 
NHTSA  database,  you  also  can  browse 
pre-selected  reports.  Click  the  “Query 
Wizard”  link  on  the  introductory  page  for 


information  on  whom  to  talk  with  if  you 
are  requesting  data,  explanations,  or  other 
information.  Mi 

Webby  awards  open 
to  submissions 

The  International  Academy  of  Digital 
Arts  &  Sciences  says  it  will  accept 
entries  for  the  fourth  annual  Webby 
Awards  at  http;//www. webbyawards.com. 

The  Awards,  held  in  March  2000,  are 
creative  honors  for  digital  media.  Web 
sites  are  Judged  in  24  categories  on  the 
basis  of  structure,  content,  visual  design, 
navigation,  functionality,  interactivity, 
and  overall  experience. 

Tiffany  Shlain,  executive  director  of 
the  Academy,  has  announced  the  debut  of 
two  categories:  Personal  Web  site  and 
Activism. 

Some  of  the  other  categories  include 
News,  Politics  and  Law,  Print  and  Zines, 
Arts  and  Community.  Members  of  the 
Academy,  including  Geraldine  Lay- 
boume,  president  of  Oxygen  Media;  Tina 
Brown,  chairwoman  of  Talk  Media;  and 
Francis  Ford  Coppola,  film  director;  will 
choose  the  nominees. 
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Dallas  Morning  News  brings 
advertising  account  in-house 


by  Joe  Nicholson 

cli 

After  a  15-year  collaboration.  The  co 
Dallas  Morning  News  has  ended  de 
its  agency-of-record  relationship  ha 
with  DDB  Needham 
Dallas  and  is  taking  its 
advertising  account  in- 
house. 

The  Dallas  Morning 
News  executive  who 
decided  to  cut  loose 
DDB  Needham  Dallas 
had  resigned  from  the 
agency  only  last  August 
to  join  the  newspaper. 

Kate  Rose  Murphy, 
vice  president/marketing 
of  the  Morning  News, 
was  director  of  business 
development  for  Tele¬ 
works,  the  agency’s  cor¬ 
porate  video  and  film 
production  arm.  Kate  Rose  Murphy 

“It  was  a  bit  awkward 
because  1  ended  our  rela¬ 
tionship  with  my  old  employer,”  says  C( 
Murphy,  who  calls  the  agency  “a  great  wi 
company”  that  does  “great  work.”  sti 


But  Murphy,  whose  own  staff  in¬ 
cludes  a  creative  director,  two  full-time 
copy  writers,  and  five  full-time  graphic 
designers,  discovered  the  Morning  News 
had  available  local  facilities,  particu¬ 
larly  television 
production  ca¬ 
pabilities,  that 
duplicated  those 
at  the  agency. 

Jake  Schroep- 
fer,  president  of 
DDB  Needham 
Dallas,  says  of 
the  paper’s  re¬ 
cent  move,  “We 
are  grateful  for 
the  long  rela¬ 
tionship  we  had 
with  the  Morn¬ 
ing  News  and 
wish  them  con¬ 
tinued  success.” 
)hy  The  Morning 

News  is  owned 
by  A.H.  Belo 
Corp.,  a  diversified  media  conglomerate 
with  17  network-affiliated  television 
stations,  including  WFAA-TV,  an  ABC 


S.W.  Paper!  Ill  leaves 
Landen  te  lead  Belden 


Newspaper  family  scion  S.W. 
“Sammy”  Papert  111  is  leaving  the 
presidency  of  the  Dallas-based 
Papert  division  of  the  Landon  Media 
Group  Inc.,  the  New  York-based  newspa¬ 
per  rep  firm,  to  become  chairman  and  CEO 
of  Dallas-based  Belden  Associates,  the 
newspaper  marketing  research  firm. 
Papert’s  career  illustrates  some  important 
industry  trends. 

Papert,  44,  a  Dallas  native  and  gradu¬ 
ate  of  Stanford  University,  joins  Belden 
July  6.  Market  research  firms  can  offer 
crucial  help  to  newspapers  seeking  to 


enhance  brand  names  and  boost  circula¬ 
tion  and  advertising  sales,  says  Papert. 
He  succeeds  Tom  Holbein,  who  was 
chairman  when  he  died  unexpectedly  last 
October. 

Papert  led  Landon’s  Papert  division, 
which  was  set  up  last  year  after  Landon 
bought  the  assets  of  the  Papert  family’s 
75-year-old  rep  firm.  The  Papert  Co.  had 
represented  over  400  newspapers,  second 
only  to  Landon’s  450  papers. 

Landon’s  absorption  of  Papert  created 
a  company  with  more  than  half  the 
nation’s  dailies  as  clients  and  was  part  of 


affiliate  in  Dallas/Fort  Worth;  its  cable 
stations  include  Texas  Cable  News 
Network. 

Those  two  local  stations  have  “won¬ 
derful,  wonderful  production  facilities 
to  handle  our  marketing  and  produc¬ 
tion”  that  sometimes  must  be  produced 
“very  quickly,”  says  Murphy.  The  local 
Belo  stations  have  “a  very  flat  organiza¬ 
tional  chart”  and  can  churn  out  a  pro¬ 
motion  in  a  day,  she  adds. 

By  contrast,  Murphy  says  DDB 
Needham  Dallas  has  become  “bigger 
and  bigger,  just  a  huge  agency”  and 
“when  you’re  working  with  a  huge  com¬ 
pany,  there  are  lots  of  layers,  and  it  just 
takes  a  lot  longer.” 

The  newspaper  runs  integrated  mar¬ 
keting  campaigns  year-round,  says 
Murphy,  who  just  launched  a  promotion 
that  includes  radio,  TV,  in-paper,  out¬ 
door,  and  point-of-purchase  displays. 

Murphy  says  she  is  not  aware  of  any 
trend  toward  newspapers  either  retaining 
independent  ad  agencies  or  taking 
accounts  in-house.  Other  industry 
observers  say  only  a  small  number  of 
larger  newspapers  can  afford  to  maintain 
an  agency-of-record  relationship.  §■ 
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a  trend  toward  consolidation;  Rep  firms 
have  been  seeking  greater  efficiency  to 
compete  with  a  growing  number  of 
newspaper  ad  sales  networks. 

At  Belden,  whose  recent  clients  have 
included  several  hundred  newspapers, 
Papert  says  his  initial  focus  will  be  mak¬ 
ing  sure  newspapers  everywhere  under¬ 
stand  the  kinds  of  services  the  firm  pro¬ 
vides.  Those  services  begin  with  tele¬ 
phone  surveys  of  newspaper  readers  and 
newspaper  Web  site  viewers  as  well  as 
focus  group  research. 

After  Belden  gives  a  client  what  he 
refers  to  as  “a  4-  or  5-pound  doorstop”  of 
research,  Papert  says  the  firm’s  most  valu¬ 
able  contribution  is  consultation  that  helps 
■'put  that  research  in  context.” 

Belden,  with  about  25  staffers,  is 
owned  by  Media  Advisers  International, 
a  Dallas-based  company  with  other  divi¬ 
sions  that  specialize  in  broadcast  re¬ 
search  and  consulting. 

Parent  MAI  is  seeking  to  coordinate 
the  services  provided  to  multimedia 
clients,  says  Papert,  who  explains  that 
will  mean  coordinated  consulting  for  the 
newspaper  and  broadcast  arms  of  media 
conglomerates. 

MAI’s  U.S.  subsidiaries  include  ASI 
Entertainment;  Audience  Research  & 
Development;  and  Talent  Dynamics. 

Papert  says  most  larger  newspapers  do 
some  sort  of  market  research.  Part  of  the 
motivation,  he  says,  has  been  the  growing 
competition,  such  as  the  Internet  and 
direct  mail. 

"Our  market  share  is  being  attacked 
from  more  directions  than  ever,  and 
we’re  making  decisions  in  the  absence  of 
clear  data  and  doing  it  by  the  seat  of  our 
pants,”  he  says.  “Research  can  solve  that 
problem.” 

“Newspapers  are  spending  more  and 
probably  need  to  spend  even  more  to  find 
out  how  readers  and  [Web  site]  viewers 
are  reacting  to  the  direction  they  are  tak¬ 
ing,”  he  says. 

Papert.  whose  grandfather  founded 
the  family  firm  in  1922,  remains  an  opti¬ 
mist; 

“Newspapers’  future  is  incredibly 
bright  as  long  as  they  recognize  they 
really  are  communications  and  informa¬ 
tion  outlets.” 

Looking  to  the  future,  that  means  pub¬ 
lishers  must  view  their  job  as  more  than 
“smearing  of  ink  on  paper”  and  provide 
information  “the  way  the  customer  wants 
it,”  Papert  says.  Hi 
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iMac  ads  top  $1 9 
million;  sales  top 
1.15  million 


As  sales  of  Apple  Computer  Corp.’s 
iMac  desktop  computers  remain  on  the 
upswing,  newspaper  inserts  are  an  integral 
part  of  the  advertising  campaign  for  the  col¬ 
orful  desktop  with  the  New  Age  look. 

The  computers,  which  have  a  suggested 
retail  price  of  $1,199,  have  been  featured  in 
national  newspaper  inserts  of  Sears  Roe¬ 
buck  and  Co.,  and  Apple  has  spent  more 
than  $19.9  million  on  television  advertising. 
By  March  26,  sales  of  iMacs  had  surpassed 
1.15  million. 

The  devil  is  in  the  details,  of  course,  and 
Apple  keeps  many  details  secret.  So  outside 
observers  can  only  make  calculated  guesses. 

Apple  introduced  the  iMac  last  May, 
describing  it  as  a  low-price,  all-in-one 
machine.  Original  iMacs  arrived  in  a 
translucent  blue  cases  and  became  among 
the  best-selling  personal  computers.  Later, 
iMacs  in  other  colors  were  added,  including 
grape  and  blueberry. 

An  Apple  spokeswoman  says  its  iMac 
ad  campaign  has  been  “one  of  the  biggest” 
it  has  run.  Determining  a  media  mix  was 
complicated,  she  says,  because  “iMac  is 
targeted  toward  a  variety  of  different  mar¬ 
kets”  and  buyers  “don’t  necessarily  need 


to  be  technologically  savvy.” 

The  calculation  of  $19.7  million  in  tele¬ 
vision  advertising  was  made  by  the  author¬ 
itative  Competitive  Media  Research.  The 
number  covers  $14.6  million  spent  last 
year  and  about  $5.1  million  this  year;  it 
includes  $1.44  million  on  cable  TV  net¬ 
works,  $3.14  million  on  spot  TV  ads,  and 
$15.13  million  on  network  TV.  The  iMac’s 
media  buyer  is  TBWA/Chiat/Day,  based  in 
New  York. 

Sears,  which  launched  iMac  sales  over 
the  Memorial  Day  weekend  in  850  full-line 
stores,  features  the  desktop  in  inserts  run¬ 
ning  in  newspapers  around  the  country. 

With  revenue  of  $41  billion  last  year. 
Sears  normally  runs  two  national  inserts  a 
week;  a  pre-weekend  ad  on  Thursday  and 
another  on  Sunday.  A  Sears  insert  usually 
ranges  from  eight  to  16  pages  and  pro¬ 
motes  two  or  three  dozen  products,  includ¬ 
ing  computers,  apparel,  tools,  electronics, 
and  home  furnishings. 

Sears  has  contracts  with  each  vendor. 
Whether  a  vendor  pays  to  get  in  the  inserts 
“varies  greatly  between  the  different  lines 
and  different  products,”  says  a  Sears 
spokeswoman. 

“Most  of  our  vendors  want  to  be  in  our 
pre-prints,”  says  the  spokeswoman,  who 
calls  pre-prints,  or  inserts,  a  retail  advertis¬ 
ing  staple,  adding,  “Inserts  are  successful 
for  Sears.” 
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Boston  Gtobe-a\  warning: 
Columnists  have  to  do  better 


Editor  tells  column 
group  about  steps  his 
paper  took  to  avoid 
a  repeat  of  last  year’s 
fabrication  scandals 

by  David  Astor 

Last  year,  Patricia  Smith  and  Mike 
Bamicle  were  fired  for  fabricating 
material  in  columns  they  wrote  for 
The  Boston  Globe.  Since  then,  what  has 
the  paper  done  to  try  to  prevent  this  from 
happening  again? 

Globe  managing  editor  Greg  Moore 
answered  this  question  at  the  June  18-20 
National  Society  of  Newspaper  Columnists 
(NSNC)  convention  in  Louisville,  Ky. 

Moore  says  the  paper  is  now  checking 
the  backgrounds  of  new  hires  more  close¬ 
ly,  devoting  more  time  and  attention  to 
editing  columns,  questioning  columnists 
about  their  sources,  and  giving  columnists 
three-year  assignments  (with  possible 
renewals)  rather  than  assuming  they’ll 
write  their  features  indefinitely. 

“The  notion  that  you  have  a  column  and 
get  to  do  it  for  25  years  is  history  at  the 
Globe,”  comments  Moore. 

He  adds,  “Despite  the  bad  things  that 
happened,  I  believe  the  Globe  is  now  a 
better  and  stronger  newspaper.”  But 
Moore  emphasizes  that  “we  still  have  to 
win  back  credibility”  with  many  readers. 

One  negative  memory  Moore  has  of 
last  year’s  fabrication  scandals  was  the 
rude  behavior  and  inaccurate  reporting  of 
some  media  people  descending  on  the 
Globe.  “It  made  me  extremely  sympathet¬ 
ic  to  people  who  are  the  targets  of  news¬ 
paper  coverage,”  he  says. 

“It’s  much  more  pleasant  to  be  inter¬ 
viewing  other  people,”  agrees  The  New 
Republic  magazine  chief  editor  Charles 
Lane,  who  fired  Stephen  Glass  last  year 
after  it  was  discovered  that  he  made  up 
material  in  at  least  27  of  41  stories. 

Lane  admits  he  and  his  predecessor  at 


The  New  Republic  should  have  discovered 
the  fabrications  earlier  but  adds  that  the 
main  culprit  was  Glass  for  “lacking  the 
ability  to  tell  the  difference  between  right 
and  wrong.” 

But  supervisors  also  share  some  cul¬ 
pability,  according  to 
Media  Studies  Journal  edi¬ 
tor  Robert  Giles.  “These 
problems  reflect  a  break¬ 
down  in  newsroom  man¬ 
agement,”  he  says.  “The  top 
editor  has  the  responsibility 
to  be  the  conscience  of  the 
news  operation  who  sets 
the  standards  for  accuracy 
and  fairness.” 

Giles  did  praise  Globe 
and  New  Republic  editors 
for  being  “very  forthcom¬ 
ing”  with  the  media  at  the  time  of  the  fab¬ 
rication  scandals. 

Speakers  agree  that  columnists  should 
still  be  allowed  some  leeway.  Lane  notes 
that  William  Raspberry  of  The 
Washington  Post  and  Washington  Post 
Writers  Group  periodically  does  a  column 
featuring  a  conversation  with  a  cab  driver. 
“That  cabbie  doesn’t  exist,  but  most  rea¬ 
sonable  people  realize  that  he’s  a  colum- 
nist-tyjje  device,”  says  Lane.  “We  don’t 
want  to  eliminate  creative  signatures.” 

HE’S  SUPPORTING  REPORTING 

Another  syndicated  writer.  Bob 

Greene,  believes  columnists 
should  do  plenty  of  report¬ 
ing  if  they  want  to  remain 
prominent  in  an  age  when 
newspapers  compete  with 
plenty  of  other  media. 

“On  cable  news  channels, 
there  are  dozens  of  glib, 
opinionated,  wisecracking 
commentators.  For  a  column 
to  really  stand  out,  you  have 
to  go  back  to  what  got  you 
there  —  reporting,”  says  the 
Chicago  TribunefTnhune 
Media  Services  writer  during  the  keynote 
convention  address. 

Speaking  of  other  media,  Greene  says 


one  reason  he  likes  the  Internet  is  that 
columnists  can  get  their  work  seen  in  parts 
of  the  country  where  newspapers  don’t 
publish  them.  He  notes  that  readers  any¬ 
where  can  access  his  columns  via  the 
Chicago  Tribune  Web  site. 

Greene  also  advises 
NSNC  members  to  listen 
when  readers  call  because 
some  of  their  ideas  lead  to 
great  columns.  “I’d  rather 
get  suggestions  from  readers 
than  from  PR  people  pitch¬ 
ing  a  story,”  he  says. 

Greene  adds  that  colum¬ 
nists  shouldn’t  prejudge. 
“Don’t  assume  you  know 
anything  until  you  go  out 
and  see  it.  Then  decide,”  he 
says,  recalling  that  he  used 
to  think  the  Alamo  was  still  a  lonely  out¬ 
post  on  the  Texas  plains  until  he  went 
there  and  discovered  “it  was  right  across 
the  street  from  Walgreen’s!”  He  akso 
recalls  that  as  a  baby  boomer  during  the 
Vietnam  war,  he  had  a  negative  view  of 
President  Nixon.  He  later  met  the  man, 
and  his  feelings  about  him  became  more 
complex. 

The  columnist  also  offers  his  impres¬ 
sions  of  other  famous  people.  He  remem¬ 
bers  basketball  superstar  Michael  Jordan’s 
kindness  to  a  child-abuse  victim  Greene 
brought  to  a  Chicago  Bulls  game. 

Greene,  two  of  whose  20  books  are 
about  Jordan,  has  addressed 
child  abuse  in  many  columns. 
One  series  covered  a  case  in 
Wisconsin  where  a  child  was 
kept  in  a  cage.  Greene 
expresses  frustration  that 
cases  like  that  often  receive 
less  coverage  than  the  vari¬ 
ous  doings  of  celebrities. 

“Why  did  we  go  into  this 
business?  I  would  hope  it  is 
to  give  a  voice  to  people 
who  have  absolutely  no 
voice,”  he  says. 

There  are  offbeat  columns,  too,  such  as 
one  Greene  wrote  about  a  guy  who  funded 
his  college  education  by  having  thousands 
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and  thousands  of  people  each  send  him  a 
penny.  And  personal  columns,  like 
Greene’s  tale  of  an  awkward  visit  to  his 
now-married  first  love. 

“I’m  not  a  political  pundit,”  he  com¬ 
ments.  “I  go  out  and  see  stuff  and  tell  peo¬ 
ple  about  it.” 

And  when  he’s  not  writing  columns? 
Believe  it  or  not,  Greene  is  often  on  the 
road  singing  and  playing  guitar  with  the 
Jan  and  Dean  group  of  early  1960s  fame. 

LIFETIMED  IN  LOUISVILLE 

Celestine  Sibley,  who  began  writing 
before  the  U.S.  entered  World  War  II, 
received  the  NSNC  Lifetime  Achievement 
Award  at  the  Louisville  convention. 

Sibley,  an  Atlanta  Constitution  reporter- 
columnist  since  194!  and  author  of  20 
books,  says 
one  of  the 
great  things 
about  being  a 
columnist  is 
the  constant 
education  she 
receives  from 
people  she 
interviews  and 
writes  about. 

“There ’s 
hardly  anyone 
you  meet  that 
you  don’t  learn  something  from,”  com¬ 
ments  the  writer,  who  has  a  section  of 
Highway  140  named  after  her  in 
Roswell,  Ga. 

Previous  winners  of  the  lifetime  prize 
—  which  the  1977-founded  NSNC  insti¬ 
tuted  six  years  ago  —  include  David 
Broder,  Herb  Caen,  Art  Hoppe,  Molly 
Ivins,  William  Raspberry,  and  Richard 
Reeves. 

VIRTUAL  CONVENTIONEERS 

People  who  couldn’t  attend  the 
Kentucky  convention  in  person  could 
attend  it  on  the  Web. 

During  the  gathering,  computer  users 
everywhere  could  log  onto  the  NSNC  site 
(http://www.columnists.com)  for  stories 
about  the  sessions,  digital  photos  of  the 
proceedings,  lists  of  contest  winners,  and 
more.  They  could  also  participate  in  a 
“real  time”  chat  session. 

“To  paraphrase  a  famous  saying,  if  you 
can’t  come  to  the  conference,  then  the 
conference  will  come  to  you,”  says  NSNC 
Webmaster  Jim  Boughton,  who  writes  a 
computer  column  for  the  online  version  of 
the  Fort  Worth  Star-Telegram.  H 
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Editorial  cartoonists 
tackle  race,  gender, 
religion  at  convention 


by  David  Astor 

Editorial  cartoonists  gathered  last 
week  to  discuss  the  big  issues, 
including  gender,  race,  religion, 
and  (office)  politics. 

Most  creators  attending  the  June  16-19 
Association  of  American  Editorial 
Cartoonists  (AAEC)  convention  in 
Chattanooga.  Tenn.,  were  men  —  reflecting 
the  small  number  of  women  in  the  profes¬ 
sion.  One  AAEC  session  focused  on  how 
this  paucity  of  female  caitooni.sts  affects 
diversity  of  opinion  on  newspaper  pages. 

Speakers  note  that  female  cartoonists 
are  important  because  they  comment  on 
issues  that  male  cartoonists  don’t  address 
or  don’t  address  adequately. 

Signe  Wilkinson,  the  only  woman  to 
ever  win  the  Pulitzer  Prize  for  editorial 
cartooning  (in  1992),  observes  that  many 
male  creators  treat  women  like  a  “special- 
interest  group”  in  their  cartoons.  But  “we 
share  views  with  the  majority  of  our  fel¬ 
low  Americans,”  says  The  Philadelphia 
Daily  News  and  Washington  Post  Writers 
Group  (WPWG)  creator,  adding  that 
female  voters  have  had  a  major  impact  in 
several  recent  elections. 

Ann  Telnaes  of  North  America 
Syndicate  says 
she  offers  a  dif¬ 
ferent  perspec¬ 
tive  than  male 
cartoonists  on 
various  issues. 
When  many  male 
artists  ridiculed  a 
63-year-old 
woman  for  hav¬ 
ing  a  baby  sever¬ 
al  years  ago,  for 
instance,  “my 
reaction  was  the 
hypocrisy.  It  seems  to  be  accepted  quite 
readily  that  65-year-old  men  can  marry  20- 
year-old  women  and  have  a  baby.” 

Telnaes  says  there  also  should  be  more 
cartoons  about  why  school  shootings 
seem  to  be  done  only  by  boys,  the  elimi¬ 
nation  of  women’s  rights  in  Afghanistan, 
and  Vatican  opposition  to  morning-after 
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pills  for  Kosovo  rape  victims. 

Addressing  the  issue  of  why  so  few 
females  become  cartoonists.  The  New 
Yorker  magazine  contributor  Liza 
Donnelly  says,  “Girls  are  not  always 
encouraged  to  speak  their  minds;  there’s 
been  a  lack  of  role  models,  although  that’s 
changing;  and  most  cartoon  editors  are 
men.  I  sold  more  cartoons  to  The  New 
Yorker  when  Tina  Brown  was  editor.” 

CONTROVERSIAL  CARTOONS 

Most  editorial  cartoonists  are  not  only 
male  but  white.  During  the  past  couple  of 
years,  at  least  half  a  dozen  of  them  did 
cartoons  meant  to  be  antiracist  but  consid¬ 
ered  racist  by  a  number  of  black  readers. 

One  way  to  possibly  avoid  this  type  of 
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reaction  is  to  include  blacks  and  other 
minorities  in  all  kinds  of  editorial  car¬ 
toons,  not  just  ones  that  comment  on  race, 
says  Lexington  (Ky.)  Herald-Leader  edi¬ 
torial  page  editor  Vanessa  Gallman.  She 
says  this  may  reduce  the  chances  that 
minority  readers  will  suspect  bias  in  well- 
intentioned  cartoons  about  racism. 

Gallman  adds  that  some  critics  of 
white-created  cartoons  about  racial  issues 
are  “genuinely  concerned”  while  others 
are  angry  about  other  things  but  use  the 
cartoon  as  a  symbol. 

Some  minority  readers  are  suspicious  of 
the  mainstream  press  because  of  past  car¬ 
toons  that  really  were  racist,  says  self-syn¬ 
dicated  cartoonist  Tim  Jackson  of  Chicago. 

“When  you  talk  about  the  mainstream 
press,”  adds  The  Philadelphia  Daily  News 
deputy  managing  editor  Mike  Days,  “a  lot 
of  black  and  Latino  folks  put  ‘white’  in 
front  of  it.  They  believe  it’s  suspect  and 
can’t  be  trusted.” 

Obviously,  one  way  to  build  bridges  to 
minority  readers  is  for  editors  to  hire  and 
use  more  minority  editorial  cartoonists. 

Kirk  Walters,  editorial  cartoonist  for 
The  Blade  in  Toledo,  Ohio,  and  Scripps 
Howard  News  Service,  says  syndicates 
in  recent  years  tried  to  sign  more  minor¬ 
ity  comic  creators.  “Why  not  do  it  for 
editorial  cartoonists?”  asks  Walters,  who 
drew  a  cartoon  last  year  that  he  consid¬ 
ered  antiracist  but  some  black  readers 
did  not. 

“Words  can’t  express  how  heartsick  I  was 
that  it  was  taken  the  wrong  way,”  he  says. 

The  cartoon,  done  after  a  black  man 
was  dragged  to  death  in  Texas,  showed  a 
Ku  Klux  Klansman  saying;  “We  oppose 
tying  Negroes  to  the  bumpers  of  pickup 
trucks  and  dragging  them  around.  It  could 
hurt  the  resale  value  of  the  truck.” 

Several  speakers  note  that  many  read¬ 
ers,  whether  black  or  white,  don’t  always 
understand  satire  and  irony  in  a  cartoon. 

RELIGIOUS  RIGHT  WRONGED? 

Editorial  cartoonists  don’t  just  make 
some  black  readers  mad;  they’ll  lampoon 
just  about  anyone.  But  people  on  the  so- 
called  “Christian  right”  feel  some  cartoon¬ 
ists  are  especially  hard  on  them. 

“You  don’t  see  cartoons  attacking  the 
Christian  left,”  says  Hershael  York,  an 
associate  dean  at  Southern  Baptist 
Theological  Seminary  in  Louisville,  Ky. 

York  and  other  religious  leaders  invited 
to  the  AAEC  convention  add  that  the 
Christian  right  is  often  painted  with  a 
“broad  brush.”  They  say,  for  instance,  that 


some  cartoons  imply  that  the  Christian 
right  as  a  whole  bears  responsibility  for  the 
killing  of  doctors  who  perform  abortions. 

Editorial  cartoonist  Milt  Priggee  of  The 
Spokesman-Review  in  Spokane,  Wash., 
says  many  Christian  right  leaders  help 
create  the  climate  for  shootings  with  their 

harsh  denunciations  of  abor-  - 

tion. 

But  editorial  cartoonist 
Scott  Stantis  of  the  Bir¬ 
mingham  (Ala.)  Ne^’s  says 
various  conservative  groups 
condemned  the  killings. 

Steve  Benson  of  The 
Arizona  Republic  and  United 
Media  says  editorial  car¬ 
toons  use  hyperbole  and  are 
not  necessarily  meant  to  be 
literally  true.  Pam  Luecke 

BUILDING  RAPPORT 

The  controversial  nature  of  their  work 
causes  editorial  cartoonists  to  also  have 
uneasy  relationships  with  their  editors. 

Herald-Leader  vice  president/editor 
Pam  Luecke  says  editors  and  cartoonists 
are  prone  to  clashes  because  one  group 
comes  from  an  “objective  reporti.ig” 
background  and  the  other  does  highly 
unobjective  work  that  provokes  strong 
reactions.  But  cartoonists,  she  adds,  still 
need  to  build  a  rapport  with  editors  and 
keep  them  informed. 


“That  way,  when  you  go  to  the  mat  with 
a  cartoon,  you’ll  have  some  good  will  you 
can  draw  on,”  she  tells  AAEC  attendees. 

Luecke  says  editorial  cartoonists  can 
also  build  a  rapport  with  readers  by  being 
responsive  to  criticism  and  meeting  the 
public  via  speaking  engagements. 

r - ;  Former  Chattanooga 

Times  publisher  Paul  Neely 
adds  that  editorial  cartoonists 
can  try  to  increase  their  clout 
I  by  getting  ahold  of  their 
I  newspapers’  research  figures, 
j  which  often  show  cartoons 
scoring  well. 

Some  editors  don’t  have 
the  time  or  inclination  to  lis¬ 
ten  to  many  reader  com- 
-  plaints.  Benson  says  one 
way  the  Republic  deals  with 
this  is  by  putting  his  e-mail 
and  phone  number  near  his  cartoons  so 
angry  readers  will  contact  him  directly. 

But  this  doesn’t  always  work,  says  for¬ 
mer  San  Francisco  Examiner  editorial 
cartoonist  Wiley  Miller,  who  now  does  the 
“Non  Sequitur”  and  “Homer”  comics  for 
WPWG.  “When  some  readers  complain,” 
he  says,  “they  want  to  go  above  your  head 
to  get  you  fired.” 

Newspapers  that  don’t  employ  cartoon¬ 
ists  practice  “false  economy,”  says  Luecke, 
noting  that  cartoons  “add  personality  and 
attitude  and  voice”  to  papers.  H 


United  and  Universal 
will  unite  on  the  Web 


by  David  Astor 

Two  major  syndicates  have  agreed 
to  two  Web-sharing  arrangements 
that  will  take  effect  in  July. 
Universal  Press  Syndicate’s  UClick 
service  (http://www.uclick.com),  which 
delivers  Universal  comics  and  other  fea¬ 
tures  to  almost  200  newspaper  Web 
sites,  will  also  deliver  United  Media’s 
comics. 

Meanwhile,  Universal’s  comics  will  be 
added  to  the  United  Web  site 
(http;//www.comics.com),  which  previ¬ 
ously  added  comics  from  Creators 
Syndicate  and  the  Washington  Post 
Writers  Group. 

The  site  will  have  over  95  comics, 
including  “Dilbert,”  “Peanuts,”  and  “For 
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Better  or  For  Worse”  (United); 
“Garfield,”  “Doonesbury,”  “Cathy,”  and 
“FoxTrot”  (Universal);  “B.C.”  and  “The 
Wizard  of  Id”  (Creators);  and  “Non 
Sequitur”  (Writers  Group). 

The  United/Universal  agreement  con¬ 
tinues  a  trend  toward  increased  syndicate 
sharing  {E&P,  May  8,  p.  42). 

Universal  director  of  communications 
Kathie  Kerr  and  United  senior  vice  pres¬ 
ident/general  manager  Sid  Goldberg 
both  emphasize  that  the  agreement 
doesn’t  presage  a  merger  of  the  two 
companies. 

“These  are  project-specific  ventures 
that  we  think  help  both  syndicates  and 
help  the  industry,”  says  Goldberg.  “They 
have  absolutely  nothing  to  do  with  any¬ 
thing  beyond  that.”  Bi 
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Post-it  —  at  press  speeds 


New  vendors  break  the 
technological  logjam 
that  slowed  the  use 
of  3M  Post-it  Notes 
in  direct-response 
advertising 

by  Mark  Fitzgerald 

For  years,  3M  faced  a  big  dilemma 
with  its  Post-it  Notes:  Their  market¬ 
ing  people  had  study  after  study  sug¬ 
gesting  the  sticky  notes  made  unusually 
effective  direct-response  ads. 
but  the  only  way  newspapers 
could  apply  them  was  one  at  a 
time  —  by  hand. 

Not  even  persuading  The 
Boston  Globe  in  1993  to  try 
out  Post-it  Note  preprinted 
ads  on  its  front  page  led  to 
much  of  a  breakthrough. 

Three  years  later,  just  45  U.S. 
dailies  u.sed  the  ads. 

In  1996,  a  desperate  3M 
came  up  with  its  own  automat¬ 
ic  applicator  for  newspapers 
and  offered  the  machines  for 
free.  The  applicator  poked 
along  at  less  than  10,000 
copies  an  hour,  however,  and 
the  big  narrow  roll  of  notes 
needed  to  be  replaced  fre¬ 
quently.  Most  papers  stuck 
with  manual  application  by 
carriers  and  limited  Post-it  ads 
to  smaller  zones  or  runs. 

“It  was  a  chicken-and-egg  situation,” 
says  Don  Branch,  program  manager  for 
Post-it  Direct  Response  Products.  “We’ve 
been  working  with  OEMs  [original  equip¬ 
ment  manufacturers]  to  develop  tech¬ 
niques  and  technologies  for  automation.” 

Now,  just  in  time  for  the  20th  anniver¬ 
sary  of  the  West  Coast  roll-out  of  Post-it 
Notes  as  an  office  supply  item,  newly 
developed  technology  is  allowing  newspa¬ 
pers  to  apply  the  ads  at  press  speeds. 

•  GSP  Inc.  is  installing  at  The  Buffalo 
(N.Y.)  News  three  of  its  Barstrom  TMC 
labeling  system  machines  that  apply  Post-it 
Notes  in-line  with  the  press  or  inserter  at 
speeds  of  25,000  to  30,000  copies  an  hour. 

www.mediainfo.com 


•  Hurletron  Inc.  redesigned  its  Electro- 
Card  high-speed  response  card  applicator 
so  it  can  handle  Post-it  Notes.  Hurletron 
says  it  can  lay  the  notes  down  at  3,000  feet 
a  minute  —  or  80,000  notes  an  hour. 

•  Kirk-Rudy  Inc.  has  developed  a  port¬ 
able  unit  that  applies  Post-it  Notes  at  the 
stacker,  at  the  stacker’s  rated  speed. 

These  technological  developments 
come  at  a  time  when  more  papers  are  run¬ 
ning  ads  on  Post-it  Notes.  Branch  says  in 
the  last  two  years  interest  in  the  ads  has 
increased  dramatically.  About  600  news¬ 
papers  now  accept  the  Post-it  ads,  and 
about  200  have  active  programs  to  sell 
them,  he  says. 


Newspapers  are  not  the  only  medium 
looking  intently  at  Post-it  ads.  Of  the  top 
100  retail  catalogs.  Branch  says,  27  are 
regular  users  of  the  notes.  Time  Warner’s 
big  magazines  —  Time,  People,  and  Sports 
Illustrated  —  recently  ran  1 8  million  Post- 
it  Notes  in  an  ad  for  General  Motors. 

Magazines  have  used  Post-it  Notes  for 
about  five  years  because  they  have  the  time 
to  insert  off-line.  A  signature  is  finished, 
taken  off  line,  and  the  ad  is  tipped  in. 

“But  for  newspapers,  getting  on  [at] 
press  speeds  is  the  key,”  Branch  says. 

Just  as  it  has  taken  a  relatively  long  time 
to  develop  automation  for  applying  Post-it 
Notes,  so  the  notes  themselves  have  taken 
a  while  making  the  transition  from  the 


office  desk  to  the  front  page.  The  self- 
adhesive,  barely  sticky  notes  were  first 
introduced  in  West  Coast  markets  in  1979 
and  were  rolled  out  nationally  a  year  later. 

“We’re  taking  an  office-supply  item 
and  turning  them  into  direct-response 
vehicles.  And  the  reason  they  work,” 
Branch  says,  “is  because  you  use  Notes  in 
the  same  way  —  to  remind  you.  The  key 
here  is  the  end-user  response.  People 
respond  to  Post-it  Notes  different  than  to 
other  ads.  It’s  the  reminder  function 
again.” 

The  Buffalo  News  found  that  out  even 
as  it  was  testing  the  Barstrom  labeler 
before  installation.  The  paper  ran  a  Post-it 
ad  generally  promoting 
the  News  and  its  features. 
It  was  sent  to  a  small  seg¬ 
ment  of  home-delivery 
subscribers  and  prompted 
about  a  dozen  phone  calls 
to  subscribe,  says  GSP 
sales  manager  Rich 
McKrell. 

Like  the  Hurletron 
ElectroCard  applicator, 
the  labeler  from  Mystic, 
Conn.-based  Barstrom 
was  redesigned  for  Post-it 
Notes  as  an  addition  to  its 
original  function.  The 
machine  handles  Post-it 
Notes  like  paper-backed 
labels  in  a  stream  that 
unfolds  from  a  box  rather 
than  unreels  from  a  roll. 

Application  is  the 
same  in  both  cases:  The 
shingled  stream  of  newspapers  passes 
beneath  a  detector,  each  copy’s  folded 
edge  generating  a  pulse.  This  pulse  in  turn 
advances  the  Post-it  Note  web,  which 
passes  over  a  “peel  off’  plate.  The  note  is 
applied,  and  the  backing  paper  is  removed 
and  rewound. 

Lincolnshire,  Ill.-based  Hurletron  got 
the  first  real-world  test  of  its  ElectroCard 
Post-it  Note  application  function  in  the 
USA  Weekend  magazine  that  ran  in  the 
Ch'cago  Sun-Times  Sunday,  May  2. 
Teleflora,  the  florist  network,  ran  an  ad  on 
the  inside  cover  and  the  facing  page  for 
Mother’s  Day  floral  arrangements.  The 
Post-it  Note  was  a  $2.50-off  coupon  for 
one  of  the  arrangements. 
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Hurletron  ElectroCard  affixes  notes  to  a  web  with  ±Vs"  accuracy. 
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Hurletron  general  manager  David  M. 
Klein  says  he  was  skeptical  at  first  about 
adopting  the  ElectroCard  —  which  typi¬ 
cally  glues  heavy-stock  response  cards 
into  magazines  —  for  Post-it  Notes, 
which  use  20-pound  bond  paper  and  are 
only  lightly  adhesive. 

“Glue  was  easier  to  handle  than  we 
thought.”  Klein  says.  “We  had  concerns 
that  it  might  lose  its  tack  as  it  went 
through,  but  it  really  wasn’t  too  much  of  a 
problem.  Our  engineers,  they  weren’t  of 
the  type  that  said.  ‘We  can’t  do  that.’  but 
there  really  wasn’t  anything  that  was  a 
show-stopper.” 

Hurletron’s  ElectroCard  works  on  a 
drum-and-cylinder  principle  in  which  a 
vacuum  drum  is  driven  at  press  speeds 
while  the  register  cylinder  runs  at  about 
one-third  press  speed.  When  punched 
glue-in  response  cards  are  run,  this  action 
bursts  the  perforations  connecting  the 
cards  and  releases  them  to  the  web  line  of 
printed  product  for  gluing  along  a  trolley 
roller.  For  applying  Post-it  Notes,  register 
cylinder  controls  had  to  be  reconfigured. 
Klein  says. 

The  Hurletron  machine  feeds  from 
boxes  containing  some  400.000  Post-it 
Notes. 

“The  key  there  was  to  get  it  running  so 
you  don’t  have  to  add  people  on  the 
press.”  Klein  says. 

With  another  technological  hurdle 
cleared.  3M  can  begin  focusing  on  a  psy¬ 
chological  barrier.  In  Europe,  where 
glued-in  response  cards  have  been  a  fea¬ 
ture  of  daily  newspapers  for  decades,  run¬ 
ning  Post-it  Notes  is  no  big  deal.  Because 
the  notes  do  not  damage  the  print  under¬ 
neath  the  adhesive,  European  papers 
cheerfully  plaster  them  over  editorial. 

“In  newspapers  here,  we  haven’t  bro¬ 
ken  that  barrier,”  says  Post-it  program 
manager  Branch.  “But  I  say  to  the  editor, 
look,  there’s  editorial  and  there’s  less 
important  editorial.”  IH 


New  machines 
stacking  up 


by  Mark  Fitzgerald 

For  all  the  attention  given  shaftless 
presses,  computer-to-plate  imagers, 
and  automated  palletizers,  the  hottest 
piece  of  iron  on  the  newspaper  production 
floor  may  very  well  be  the  humble  stacker. 

Suddenly,  it  seems,  every  major  packag¬ 
ing  center  vendor  offers  a  stacker.  Gammer- 
ler  is  bringing  out  a  newspaper  version  of 
the  three-stage  stacker  developed  for  the 
commercial  market.  Machine  Design 
Service  Inc.  (MDSl)  is  introducing  its  first- 
ever  stacker.  GMA  Inc.  is  taking  the  wraps 
off  a  machine  it  hopes  will  be  the  next  gen¬ 
eration  of  packaging  technology. 

There  are  several  reasons  the  market  for 
stackers  is  getting  crowded: 

•  greater  number  and  variety  of  inserts 
•  ever-accelerating  demand  for  equipment 
that  does  not  manhandle  the  packages 
•  migration  of  machines  from  commercial 
plants  to  newspaper  mailrooms. 

A  fourth  rea.son  dates  from  1995,  when  a 
big  stacker  maker  left  the  North  American 
market.  “When  Idab  went  out  of  business, 
we  felt  there  was  a  large  opening  for  a 
stacker  competitor,”  says  Tre  Prater,  MDSl 
mechanical  engineering  manager. 

He  cites  another  reason  for  Denver-based 
MDSI’s  stacker:  “More  and  more  cus¬ 
tomers  are  wanting  to  go  to  a  single-source 
supplier  who  can  supply  everything  from 
Point  A  to  Point  B  i.n  the  packaging  center. 
This  just  gets  us  closer  to  that.” 

MDSl’s  Newspak  counter-stacker  is 
designed  with  what  the  company  calls  an 
“open  frame”  design  that  eliminates  the 
cagelike  supports  that  define  the  stacking 
area  of  many  stackers.  The  turntable  adjusts 
to  varying  widths,  and  each  stacking  wall 
operates  on  separate  motors.  The  extruded 
aluminum  structure  borrows  from  MDSI’s 
most-low-tech  products,  its  bulk  containers. 

“1  looked  at  the  jarring  and  stress  that 
they  have  to  go  through,  and  from  an  engi¬ 
neering  standpoint,  1  can  say  I  am  not  both¬ 
ered  a  bit  about  this  machine,”  Prater  says. 

Despite  the  open  frame  and  patented  wall 
drives,  MDSl  emphasizes  the  ease  of 
getting  replacement  parts.  “We  don’t  cus¬ 
tom-make  anything,”  Prater  says.  “Every¬ 
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thing  is  available  through  many  avenues.” 

Gammerler,  too,  introduced  at  Nexpo  ’99 
its  first  newspaper  compensating  stacker, 
the  PrintPath  STC-70,  in  a  strategic  deci¬ 
sion  to  extend  its  packaging-center  line. 
Robert  M.  Bassett,  who  joined  Gammerler 
as  president  two  months  ago.  promises  that 
the  machine  debuted  in  Las  Vegas  is  just  the 
first  of  a  family  of  stackers  that  will  follow 
over  the  next  seven  months  to  a  year. 

“Automation  is  spreading  throughout  the 
mailroom,”  Bas.sett  says.  “And  newspapers 
especially  want  a  quality  bundle  so  they  are 
not  spending  time  rejogging  the  product 
before  putting  it  into  the  inserter.” 

PrintPath  is  designed  to  eliminate  the 
need  for  that  manual  realignment  by  gently 
dropping  copies  in  a  process  that  ensures 
squared  bundles  and  prevents  lighter  inserts 
from  changing  position  during  the  drop. 

“It  uses  a  three-stage  stacking  process 
that  lends  itself  to  the  handling  of  a  thinner, 
commercial-type  preprint,”  says  Mark  Le- 
gac,  Hanover  Park,  Ill.-ba.sed  Gammerler’s 
vice  president  of  sales  and  marketing. 

Total  Mailroom  Support  Inc.  (TMSl) 
came  to  Nexpo  with  a  full  line  of  mailroom 
equipment,  including  Compa.ss  compensat¬ 
ing  stackers,  which  can  convert  bundle  ejec¬ 
tion  from  east-to-west  to  north-to-south. 
Besides  making  the  equipment  easier  to  fit 
into  existing  mailroom  layouts,  the  capabil¬ 
ity  allows  papers  to  send  different  products 
to  different  handling  lines  or  equipment. 
Discharge  bars  that  eject  bundles  from  the 
center,  along  with  pneumatic  side  guides, 
also  ensure  even,  aligned  bundles.  Mid- 
dleburg  Heights.  Ohio-based  TMSl  says. 

GMA  showed  off  the  prototype  of  The 
Bundler,  a  stacker  by  any  other  name  with 
one  important  difference:  It  does  not  com¬ 
pensate  the  stack.  GMA  aims  to  introduce 
The  Bundler  as  a  product  next  spring. 

Bethlehem.  Pa.-based  GMA  says  it  can 
assemble  a  square  bundle  without  compen¬ 
sating  because  each  paper  copy  is  always 
mechanically  controlled  as  it  goes  through 
two  .stages.  First,  servo  motor-driven  forks 
hold  copies  as  they  are  conveyed,  bundled, 
and  bottom-wrapped.  A  plate  rather  than  a 
bar  compresses  the  bundle,  which  is 
strapped  with  two  parallel  straps.  ■! 
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FEATURES 

AVAILABLE 


AROUND  THE  NET 

Xpress  Press:  E-mail  delivery  of  news 
releases  matched  to  your  coverage 
area.  Free  to  subscribe. 

www.xpresspress.com 


_ ASTROLOGY _ 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http://wwnw.time-data.com 
Time  Data  Syndicate  (800)  322-5101 


_ AUTOMOTIVE _ 

WE'LL  DO  the  writing,  you  sell  the  ads! 
Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  report¬ 
ing.  Crain  News  Service,  Joe  Hanley 
(212)  254-0890  Fax  (21 2)  254-7646 


COLUMNS  AVAILABLE 

I  SOCIAL  SECURITY,  MEDICARE  issues 
covered  in  a  timely,  tested,  readable 
column  that  invites  reader  questions 
I  and  comments.  E-mail: 

!  dcbeeder@aol.com  (or  samples 


_ ENTERTAINMENT 

j  “Hollywood  Behind  the  Scenes” 

I  Hook  readers  with  insider's  view  of 
!  what  stars  ore  really  doing, 
j  Rates  and  samples,  (8(X))  959-9977 

INTERNET  &  TECHNOLOGY 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 

PHOTOS 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 


_ PUZZLES _ 

ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fox  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


Editor  &  PL'BLISHER:  Your 
communication  link 
to  the  newspaper  industry  every 
week  since  1884. 


ANNOUNCEMENTS 

ANNOUNCEMENTS 

HOT  WEB  SITE  FOR  YOUNG  PEOPLE 
www.deargrandpa.com 
Pull  it  up.  Check  it  out! 


NEWSPAPER  APPRAISERS 

WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
WWW. mediamergers.com 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


NEWSPAPERS  FOR  SALE 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


BI-MONTHLY  TRADE  NEWS  for  arts 
and  crafts  exhibition  (or  sales.  10 
years  old.  Minimal  maintenance.  Can 
locate  anywhere.  Box  08837,  Editor  & 
Publisher. 


DORMAN  E.  CORDEa 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)960-0096 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fox  (909)  624-8852 


FOR  A  USTING  OF  W.B.  GRIMES 
Publications  For  Sale  Go  To . .. 
www.medlamergers.com 


BUSINESS  DEVELOPMENT 


McGann  &  Co. 

New  and  Old  Media  projects/ventures 
j  mcgann@aug .  com 
(904)  826-1335 


LimE  GOLD  MINE  -  South  Texas 
county  seat  weekly,  grossed  $350,000 
in  1998,  netteci  $175,000.  Warm 
climate,  near  South  Padre  in  Rio 
Grande  Valley.  Modern  building.  Send 
to  Box  08880,  Editor  &  Publisher. 


JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.net 


750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
242 1 2  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)524-0122 
Michael  Bradley,  Northeast 
(508)563-2835 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)733-8053 

or  write  Box  31 29,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #1 1 ,  Montclair,  CA  91 763 
(909)626-6440  Fox  (909)  624-8852 


NEWSPAPERS  WANTED 


FACKELMAN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  ar  mail  Box 
2265,  Panama  City,  FL  32402. 


KAMEN  &  CO.  GROUP  SERVICES 
Appraisers/ Management  Consultants 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (51 6)  379-381 2 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


PHIIilPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPER  APPRAISERS  NEWSPAPER  BROKERS 


SEEK  ESTABLISHED  WEEKLY  pub¬ 
lication  property.  Experienced,  with  sub¬ 
stantial  downpayment.  Revenues 
$400-$600K.  Prefer  Wisconsin,  Min¬ 
nesota  or  Colorado.  Box  08865,  Editor 
&  Publisher. 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


‘A  Iraditioii  of  service 

to  commimity  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  “ 

Bolitho  Media  Service  OB 

Brokers  •  Appraisers  *  Consultants 

(580)  421-9600 

P.O.  Box  1985  •  Ada,  OK  74821-1985  Tom  Bolitho 

Web  address:  bolitho.com  *  e-mail:  bolitho@bolitho.com 


Confidential  ADoraisals 


We  have  sold 
thousands  of 


Partners,  Bank,  Tax,  ^  Associates  publishing  companies 

_ 1.  A _ A.  PubNcallon  Brokarao*  &  _ _  Annn 


PubHcation  Brokaraga  i 
Appralaala  ainca  1923 


Stock,  Assets 


Please  call  us  to  discuss  your  options  in  a  sale 


www.mediainfo.com 
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11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  lisad@mediainfo.com  •  michelea@mediainfo.com 


ANNUUNCEMENT9 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newsp2^>ers 

Check  our  References 

(214)265-9300 

Rickenbacher  Media 

6731  Desco  Dr.,  Dallas,  TX  75225 
WWW.  rickenbachermedia .  com 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  CotHbom  -  CK  Optical 
(310)372-0372 

MAILR(X)M  ~ 

ALLMAILROOM  EQUIPMENT 
MULLER  MARTINI 
StiteherArimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 

BUY -SELL -trade 
Contact  Dick  Swoney 
Pioneer  Equipment 
Phone  (21 7)  431 -0275 
Fox  (21 7)  431 -0273 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Konso  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)356-4886  Fox  (81 6)  887-2762 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)  273-521 8  Fox  (407)  273-901 1 


NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE  weekly 
newspaper  in  Indiana,  Kentucky,  Ohio 
or  Illinois. 

_ Coll  (812)662-0026 _ 


WE  HAVE  BUYERS 
for  Newspaper  and 
Other  Print  Medio 

RANGING  FROM  $  1 OOK  to  $  1 0OM 
Knowles  Medio  Brokerage  Services 
Gregg  K.  Knowles,  President 
(909)626-6440 
Fox  (909)  624-8852 


PUBUCATIONS  FOR  SALE 

PROFITABLE  BUSINESS  MAGAZINE 
Serving  growing,  desirable  N.  Califor¬ 
nia  market.  '99  cosh  flow  projected 
$2(X)K.  Individual  or  corporate  buyer 
makes  sense.  Price:  $1.4  million. 
ALSO,  N.  California  suburban  news¬ 
paper  group.  '98  sales  $800K+, 
tremendous  growth  potential.  Price: 
$500K.  M.  Hodell,  broker.  CONTACT 
GREGG  K.  KNOWLES 
Exclusive  Agent 
(909)626-6440 
Fax  (909)  624-8852 


_ MAILROOM _ 

NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  Inserting  Systems 

•Spare  Parts  ‘Training  •Installation 
•Mailroom  Systems 
•Buy/Sell  Used  Mailrocxn  Equipment 
Terry  Connors,  Director  or  Sales 
Nione:  (508)  850-7945 
Fax:  (508)850-7951 
www.newstec.com 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-581 7  Fax  (770)  590-7267 


PRESSES 


BEST  SELEaiON  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JF 1 
(older,  roll  stands,  and  press  drive. 
6-unil  News  Kina  press  (3  floor  units, 
3  stacked)  with  KI6  (older,  roll  stands 
and  press  drive.  Tel:  (941 )  561  -6401 . 
E-mail:  inter@sprintniail.com 
Inter-Continental  Graphics,  Inc. 


_ PRESSES _ 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 
Goss  Y  columns  all  sizes 
I  Gass  Metro  Units 
I  Harris  1 650  folder  22  3/4" 

I  Northeast  Industries,  Inc. 

'  Tel:  (800)821-6257 

Fax:  (323)  256-7607 


FERAG  ECKJIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Hi@m:  (516)  843-3003 
Uaa  (516)  843-3280 


MELVILLE,  NY 


PUBLICATIONS  WANTED 

ARE  YOU  SELLING  or  thinking  about 
it?  Larry  Ross  Advertising,  Inc.  is  look¬ 
ing  to  purchase  publications  and  direct 
mailing  programs.  Open  to  all  types 
and  frequencies.  Please  contact  Larry 
Ross  at  (732)  679-6488,  or  mail  sam¬ 
ples  to  Lorry  Ross  Advertising,  Inc., 
2500  Route  9  South,  Old  Bridge,  NJ 
08857. 

FAX  your  ad  to 
212  ^929  4 1259 


_ PRESSES _ 

SElilNG,  REBUILDING, 
CUSTOMIZING  and  INSTmUING 
newspaper  presses  since  1910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 
(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 


USED  NEWSPAPER  PRESSES. 

Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 

WANTED  TO  BUY  ~ 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Ti  immers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
anywhere.  Call  Jim  1  (800)  872-9990. 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taller 
ALTA  Graphics  Inc. 
(770)  428-5817 
Fax  (770)  590-7267 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 

HI  1  ANSVYER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)550-1515 
E-mail:  mns1@metro-news.com 
www.metro-news.com 


BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


CIRCULATION  SERVICES 

HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)260-9823 


CIRCULATION  SERVICES 

JOHN  A.  BURKE 
NY  •  NJ  •  PA 
Bay  Crew  Sales 
Phone/Fox:  (516)  588-2735 


KAMEN  &  CO.  GROUP  SERVICES  | 

Evaluations  •  Ei^nsion  •  Training  j 

I  Bulk,  Home  Delivery,  Single  Copy. 

I  (516)  379-2797/(727)  786-5930 

I  -  i 

METRO  MARKEfiNG 
The  Complete  Teleservices  Company 
;  ‘Cold  Coll  Selling 

•Upgrade  Selling  | 

•Retention/Renewal  Programs  ' 

I  Call  Dan  Bono  (800)  696-7788 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES 

PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  (or 
•Cold-call  projects 
•Stop-saver  projects 

lEal  Doug  Reese  at  (800)  972-6778 

TELE  DIREQ  MARKETING,  INC. 

(91 2)  226-6100  Fax  (91 2)  226-5414 
"newspaper  telemarketing  experts" 


CIRCULATION  SERVICES 


NEWSPAPER  EXKUnVE  SEARCH  NEWSPAPER  EXECUTIVE  SEARCH 

Executive  Search  Consultants 

'  1 

’t 

“We  will  be  at  the  NAA  conference  in  Chicago, 

July  18-20,  call  today  if  you  would  like  to  meet.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaas.com 

CIRCULATION  SERVICES,  INC. 

Professional  Telemarketing  &  Database  Services 

PAID  IN  ADVANCE  TELEMARKETING 

Credit  Cards  or  FoneChex™- Thousands  Processed  Weekly 

25%  Minimum  PIA  Guaranteed 

PriMrams  Powered  By  INSOURCE™  -  Data  From  experfan™ 

Tne  leading  source  of  consumer  marketing  info  available 

Great  Rates,  the  most  accurate  data  and  the  highest  quality  representation  available 

1-888-343-0470  Offices  Nationwide 
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INDUSTRY 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http:/ /www.fakebrains.com 

The  two  most  important  things  in  life  are 
good  friends  and  a  strong  bull  pen 

Bob  Lemon 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
I  ELEaRICAL  DRIVE  SYSTEM? 

I  MASTHEAD  can  provide:  New  or  used 
I  drive  motors  and  consoles  for  single  or 
I  double  width  presses.  Also:  Parallel 
!  drives,  harsepower  upgrades  or  new 
AC  Drive  Conversions. 

I  MASTHEAD  INTERNATIONAL 

!  (800)  545-6908, 24  hour  line 

!  (505)842-1357 

I  P.O.Box  1952 

I  Albuquerque,  NM  871 03 


HELP  WANTED 


_ ACADEMIC _ 

ASSISTANT  PROFESSOR/  INSTRUOOR 
of  Journalism  available  Fall,  1999. 
Duties:  Teach  courses  in  Journalism  such 
as  newspaper  design,  news  reporting, 
feature  writing,  photography.  Serve 
as  editorial  advisor  to  the  Bray,  the 
SAU  student  newspaper.  Qualifications: 
Ph.D.  preferred.  Master's  may  be  con¬ 
sidered,  five  years  experience,  some 
working  as  advisor  to  student  newspa¬ 
per  preferable.  Tenure  track  negotiable 
based  on  qualifications.  Send  letter  of 
interest,  current  vitae,  and  names  and 
addresses  of  three  references  who 
may  be  contacted  ta  Southern  Arkansas 
University,  Office  of  Personnel,  SAU 
Box  9288,  Magnolia,  AR  71753. 
Applications  will  be  accepted  until  posi¬ 
tion  is  filled. 

SAU  is  an  affirmative  action/ 
equal  opportunity  employer 

ACCOUNTING 

REGIONAL  CONTROLLER 

Opportunity  knocks!!  Looking  for  a 
dynamic,  highly  experienced  Regional 
Controller  to  lead  the  way  in  bringing 
together  a  SBU  that  includes  the  Quad- 
City  Times  (50,(XX)  daily  circulation) 
The  Muscatine  Journal  and  the 
Kewanee  Star  Courier  (both  6  day 
under  1 0,(XX)  circulation),  all  divisions 
of  Lee  Enterprises.  This  position  is 
based  out  of  the  Quad-City  Times  in 
Davenport,  !A  located  on  the  mighty 
Mississippi  River.  We  are  looking  for  a 
team  player  that  can  be  a  financial 
consultont  to  a  dynamic,  highly  experi¬ 
enced  management  team.  Must  have 
highly  developed  anolytical  skills  with 
experience  in  acquisitions,  mergers 
and  consolidations.  Must  have  several 
years  experience  in  market  and  rate 
card  analysis.  Looking  for  an  experi¬ 
enced  newspaper  financial  leader  who 
understands  the  value  of  customers. 
Can  you  make  it  happen? 

If  interested  please  apply  to: 

Human  Resources 
Quad-City  Times 
Attn:  Regional  Controller 
500  E.  Third  Street 
Davenport,  lA  52801 
or 

jdekeyser^qctimes.com 

EOE 

To  see  all  the  positions  we  currently 
hove  open  please  visit  our  website  at 
www.QCnMES.com 


_ ADAAINISTRATIVE _ 

ASSOCIATE  DIRECOR 

i  New  Directions  for  News,  a  non-profit 
!  agency  affiliated  with  the  University  of 
Missouri,  serves  as  the  nation's  leading 
think  tank  devoted  to  fostering  innova¬ 
tion  in  the  news  and  information  indus¬ 
try.  Funded  by  major  grants  from  cor¬ 
porations  and  foundations  within  the 
information/media  industries,  it's 
mission  is  to  identify  and  disseminate 
I  new  trends  and  technologies  in 
delivery  systems  that  will  impact  media, 
news,  and  technology. 

The  position  of  Associate  Director 
requires  a  multi-talented  individual 
with  the  capabilities  and  experience  to 
j  serve  os  Chief  Operating  Officer, 
oversee  fundraising,  management  of 
j  internal  organization  and  staff  of  1 2- 
I  1 5,  and  interact  directly  with  Board  of 
I  Directors,  grantors  and  media  industry 
I  leaders.  Qualified  candidates  will  hove 
highly  developed  creative  abilities  and 
!  appropriate  media  experience  to  work 
I  with  the  Executive  Director  to  co- 
I  develop  and  implement  mission, 
j  policy,  planning,  program,  fund  rais- 
I  ing,  research  and  outreach  activities. 

1 

I  If  you  possess  a  Bachelor's  degree  in  a 
j  related  field,  have  relevant  manage¬ 
ment  and  media  industry  experience, 

!  and  would  like  to  be  considered  for  the 
I  position,  moil  or  fax  cover  letter  and 
j  resume  to: 

] 

Duane  McCombs 
HR  Outsourcing 
7529  N.  Gronby  Avenue 
Kansas  City,  MO  64151 
I  Fax;  (816)  505-3141 

I  - 

t  GENERAL  MANAGER 

1 

The  Calaveras  First  Company,  pub- 
I  lisher  of  the  semi-weekly  Calaveras 
j  Enterprise  and  two  Zoned  weekly  shop- 
I  pers  in  California's  picturesque  Sierra 
I  foothills,  is  seeking  a  seasoned, 
j  aggressive  leader  to  take  its  newspa¬ 
pers  to  the  next  level.  Candidate  must 
have  overall  newspaper  management 
and  revenue  development  experience 
as  well  as  expertise  in  financial  man 
agement.  Send  resume  and  salary  his¬ 
tory  to  Ralph  Alldredge,  Calaveras 
Enterprise,  P.O.  Box  1 1 97,  San  Andreas, 
CA  95247. 

Desperation  is  a  feather  in  your  cap 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
Aa  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CAa  TOLL  FREE  (800)  657-2 1 1 0 


j  NEWSPAPER  SALES  MAGIC.  Subscrip- 
I  tion  sales  training  tapes.  4  upbeat 
I  tapes  show  how  to  cTose/objections. 

I  American  Reading  Association 

i  (888)  747-2929  sales@magicm.com 

Classified  Advertisers:  If  you 
j  don't  see  a  category  that  fits  your 
!  needs,  please  call  us  at 
(212)  675-4380  ext.  174 


_ ADMINISTRATIVE _ 

j  GENERAL  MANAGER:  A  high  energy 
!  director  to  lead  a  group  of  9  Weekly 
j  Newspapers  and  3  Shopper/TMC's  in 
I  Baker/ Amite,  LA.  Must  be  experienced 
j  in  newspaper  management  with  ability 
I  to  expand  markets.  Benefits,  including 
401  (k)  plan.  Mail  resume,  please 
include  history  and  your  salary  require¬ 
ments  to  THE  EUNICE  NEWS,  P.O. 
Box  989,  Eunice,  LA  70535. 

PUBLISHER  -  The  Outer  Banks  Sentinel, 
Nags  Head,  NC  has  an  opening  for  a 
hands-on  sales/marketing  oriented 
publisher.  Proven  skills  in  day-to-day 
operations  management  and  sales 
development.  The  Outer  Banks  is  a 
dynamic  and  fast  growing  community 
teaming  with  opportunity.  Send  resume 
to  Tony  McGowan,  c/o  The  Outer 
I  Banks  Sentinel,  P.O.  Box  546,  Nags 
1  Head,  NC  27959. 


tstablished  regional  business  |Oumal  in 
the  nation's  nottest  growth  corridor 
needs  a  person  who  Knows  the  pub 
lishing  ropes  to  expand  on  its  suc¬ 
cess.  Strong  management  experience, 
vision,  excellent  business  sense  and 
ability  to  develop  sales  team  is  vital  to 
position.  Social  personality  will  provide 
high  profile  community  link.  Opportu¬ 
nity  abounds.  Send  resume  to  Pub¬ 
lisher,  427  Henderson  Road,  Green¬ 
ville,  SC  29607. 


ACADEMIC 


ADMINISTRATIVE 


The  Des  Moines  Register,  a  Gannett 
company,  is  seeking  a  publisher  to 
lead  our  two  award-winning  weekly 
newspapers.  The  Record-Herald  and 
Indianola  Tribune  (1997  Iowa  News- 
I  paper  of  the  Year)  and  the  Altoona 
!  Herald-Mitchellville  Index.  Successful 
I  candidates  will  have  a  proven  back- 
I  ground  in  sales,  organizational  man- 
j  agement  and  new  business  devel¬ 
opment  that  emphasizes  circulation 
and  advertising  growth.  Must  have  a 
strong  business  and  financial  back¬ 
ground  and  strong  customer  service 
skills.  Commercial  printing  experience 
beneficial.  We  offer  a  competitive 
!  benefits  package  which  includes 
j  medical,  dental,  vision,  life  insurance, 

I  retirement,  401  (k)  and  more.  Send 
resume  and  salary  history  to: 

The  Des  Moines  Register 
Human  Resources 
71 5  Locust 

Des  Moines,  lA  50309 
or  Fox  (51 5)  286-2526 

The  Des  Moines  Register  is  committed 
to  diversity  and  proud  to  be  an  Equal 
Opportunity  Employer.  Employment 
may  be  contingent  on  a  pre-employ¬ 
ment,  post-offer  physical  and  drug 


ACADEMIC 


JOURNALISTS  WANTED 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the 
University  of  North  Carolina  at  Chapel  Hill  is  seeking  applicants 
for  its  sixth  class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  mid¬ 
career  professionals  with  at  least  10  years  of  news  experience. 
Must  he  currently  enmloyed  full  time  in  a  news  operation. 
Experience  as  adjunct  faculty  member  beneficial  but  not  essen¬ 
tial.  The  27-month  program  pays  up  to  $50,000  a  year  plus  tuition, 
medical  insurance  and  travel  benefits.  GRE  required  of  all  appli¬ 
cants.  Master's  not  required.  This  program  is  funded  by  The 
Freedom  Forum. 

Contacfc  Margaret  A.  Blanchard 
mablanch@einail.unc.edu 
919/%2-4072 

Program  information  also  available  afc 
http://metalab.unc.ed  uyjomc/academic/graduate/financial/fff.html 
Deadline;  Dec.  1, 1999 
Class  enters  May  2000 

UNIVERSITY  OF  NORTH  CAROLINA 
THE  FREEDOM  FORUM 
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HELP  WANTED 


_ ADMINISTRATIVE _ 

GENERAL  MANAGER  SOUGHT  by 
county  seat  weekly.  Good  paper-good 
location.  Working  leader  needed  to 
direct  solid  team.  Advertising  back¬ 
ground  preferred.  Send  resume  to  GM 
Search,  Putnam  County  Sentinel,  P.O. 
Box  1 49,  Ottawa,  OH  45875. 


PUBUSHER 

The  Ann  Arbor  News,  o  seven  day 
publication  with  a  daily  circulation  of 
58,000  and  Sunday  of  74,000  is  look¬ 
ing  for  someone  to  reploce  their  retir¬ 
ing  Publisher.  The  paper  is  located  in  a 
thriving  mid  size  community,  home  to 
The  University  of  Michigan.  Because 
the  community  is  near  a  major  metro 
market,  the  ideal  candidate  will  hove 
marketing  experience  in  a  competitive 
media  environment.  Experience  in 
strategic  planning  and  introducing  new 
products  and  innovations  also  impor¬ 
tant.  Previous  experience  at  the  Pub¬ 
lisher  level  with  a  proven  ability  to 
work  with  people  in  an  autonomous  set¬ 
ting  a  definite  plus. 

The  Ann  Arbor  News  has  an  excellent 
reputation  as  a  growing  community 
newspaper  dedicated  to  local  news.  Com¬ 
pensation  and  benefits  will  be  com¬ 
mensurate  with  experience.  If  you  are 
interested  please  send  your  resume  to: 

DoveWierman 
Ann  Arbor  News 
P.O.  Box  1147 
Ann  Arbor,  Ml  48 1 06- 1 1 47 

_ Pleose,  no  colls _ 


UNIQUE  OPPORTUNITY 
GENERAL  MANAGER 
NEW  SHOPPER  START-UP 
Investors  recognize  the  opportunity; 
you  get  to  make  it  work.  We're  looking 
for  just  the  right  person  who's  had 
sales  and  management  experience  in 
competitive  shopper  situations,  and  is 
now  ready  to  step  into  a  once-in-a- 
lifetime  chance  to  get  the  payoff  for  all 
your  hard  work.  Must  be  a  self  starter, 
want  and  need  minimal  supervision, 
a.nd  willing  to  relocate  to  northern 
Indiana.  Send  resume  and  salary 
requirements  to  Box  08878,  Editor  & 
Publisher. 

ADVERTISING 

ACCOUNT  AAANAGERS  throughout 
United  States.  Point  &  Shop,  Online 
malls,  E-Commerce  company,  in  con¬ 
junction  with  newspapers  across  the 
country,  need  Account  Managers.  We 
are  a  growing  company  building  e- 
commerce  sites  -  www.tradeline.net  - 
for  retailers.  This  position  will  achieve 
goals  by  conducting  seminars,  making 
sales  calls  and  training  newspaper 
representatives  to  sell  sites.  Approxi¬ 
mately  3  years  of  advertising  sales 
experience.  Strong  familiarity  with  the 
Internet.  Must  be  goal  oriented,  self 
motivated  and  disciplined.  Home 
based  office.  Base  salary  between 
$40-55,000  plus  bonus.  401  (k),  bene¬ 
fits.  Openings  in  Washington  State, 
San  Francisco,  CA,  Northern  NJ,  East¬ 
ern  PA.  Fax  to  Alison  (212)  997-6840 
orAdahlman@tradeline.net  No  calls. 


i _ ADVERTISING _ 

I  ACCOUNT  EXECUTIVE  -  RETAIL 

The  Advertising  department  of  the 
Milwaukee  Journal  Sentinel  currently 
has  a  need  for  an  Account  Executive 
for  its  Retail  division.  This  key  position 
is  responsible  for  providing  soles  and 
customer  service  support  to  Local  Retail 
accounts,  developing  new  client 
accounts,  and  analyzing  and  devel¬ 
oping  ad  campaigns  for  current  clients. 
The  ideal  candidates  will  possess  a 
B.A.  in  either  Advertising,  Marketing 
or  Business,  as  well  as  excellent  oral 
and  written  communication  skills.  2 
years  of  outside  sales  experience  is 
referred.  The  candidate  also  must 
ave  a  valid  Wl  Driver's  license  and 
an  insured  vehicle. 

The  chosen  candidate  will  enjoy  the 
following  benefits:  an  excellent  salary 
with  bonus  structure,  medical,  dental,- 
vision,  401  (k),  pension  plan  and  tuition 
reimbursement.  If  interested  please 
send  your  resume,  cover  letter  and 
salary  requirements  to: 

Journal  Sentinel  Inc. 

Human  Resources  Department 

333  W.  State  Street  j 

Milwaukee,  Wl  53203  i 

Fax:(414)224-2897  | 

j  Journal  Sentinel  Inc.  is  an  Equal  i 
Opportunity  Employer  supporting  | 
diversity  in  the  workplace.  I 


I  ADVANCEMENT 

j  See  how  far  your  newspaper  career 
!  can  go  with  Boone  Newspapers,  Inc. 

!  See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


ADVERTISING  AND  MARKETING 
MANAGER 

Growing  semi-weekly  plus  shopper 
publication  seeks  advertising  manager 
experienced  in  expanding  market 
share.  Attractive  compensation  includ¬ 
ing  incentives  based  on  results.  Fax 
resume  to  (414)  367-3104. 


ADVERTISING  ACCOUNT  i 

EXECUTIVE  i 

The  Day,  one  of  eastern  Connecticut's  | 
leading  doily  Newspapers,  is  seeking  I 
an  applicant  for  an  excellent  career  j 
opportunity.  The  qualified  candidate  | 
will  possess  a  positive  attitude,  be  | 
self-motivated,  results  oriented,  with 
i  excellent  communications/interpersonal  j 
skills.  Responsibilities  in  an  established  i 
territory includedevelopmentofnewbusi-  | 
ness,  growing  revenue  in  a  competitive 
market.  Knowledge  of  newspaper  busi¬ 
ness  helpful  and  2-3  years  of  experience 
in  sales  is  essential.  We  offer  an  excel¬ 
lent  compensation  and  benefits  pack¬ 
age. 

Send/fax  cover  letter  and  resume  to: 

I  The  Day  Publishing  Company 
i  P.O.  Box  1231 

I  New  London,  CT  06320 

I  Attn:  Human  Resources/EP0201 

Fox  (860)  443-6322 


ADVERTISING  SALES  MANAGER 
Needed  for  a  BTB  trade  publication. 
Located  in  Central  NJ,  this  is  a  causal, 
smoking  office,  offering  good  salary 
against  high  commission.  Medical  and 
40 1  (k)  are  just  some  of  the  benefits. 

Call  Ann  O'Neal  at  (800)  732-5856 


_ ADVERTISING _ 

ADVERTISING  SALES  MANAGER 
Independent  award-winning  com¬ 
munity  weeklies  in  upscale  Long  Island 
suburbs  seeks  enthusiastic  leader  to 
energize  our  sales  team.  Hire,  train, 
motivate  and  SELL.  We  are  the  class  of 
a  crowded  field.  You  must  have  proven 
ability  to  make  us  stand  out  from  the 
crowdi  Top  salary,  401  (k)  and  MBOs. 
Send  resum6,  salary  history  to  Cliff 
Richner,  Richner  Communications,  379 
Central  Avenue,  Lawrence,  NY  1 1 559. 

Fox  (516)  569-4942 
E-mail:  Cliff@liherald.com 


CLASSIFIED  MANAGER 
Experienced  classified  manager  sought 
for  19,000  daily  in  high  groi^ 
market.  Salary,  MBO,  plus  full  benefit 
package  included.  Submit  resume, 
including  salary  history  to  Donna 
McNichol,  The  Island  Packet,  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 


CLASSIFIED  SALES  MANAGER  j 
A  7-day  morning  paper  with  1 8,000 
subscribers  in  the  Heart  of  Texas  is 
seeking  an  experienced  classified  sales 
executive.  The  individual  will  have  2  to 
4  years  of  management  experience 
with  outside  sales.  The  Killeen  Daily 
Herald  offers  a  strong  benefits 
package,  health,  life  and  retirement. 
Send  cover  letter,  resume  and  salary 
requirements  to  Julene  Tudor,  market¬ 
ing  director,  Killeen  Daily  Herald,  P.O. 
Box  1300,  Killeen,  TX  76540. 

Or  E-mail  jtudor@vvm.com 

-  i 

MAXDR  ACCOUNTS  ADVERTISING 
MANAGER 

Opening  at  P'oneer  Press,  award¬ 
winning  publisher  of  53  suburban  Chi¬ 
cago  newspapers.  Work  with  sales 
starf  to  develop  sales  presentations  and 
new  revenue  sources.  Requires  mini¬ 
mum  5  years  experience  in  ad  soles  ; 
and  management.  Must  have  strong 
communication  and  sales  skills  and 
experience  with  ad  ogencies.  Excellent 
compensation  and  benefits.  Fax 
resume  to  Advertising  Director,  Pioneer 
Press  Newspapers,  (847)  486-7454.  | 


NATIONAL  ADVERTISING  SALES 

A  leading  newspaper  and  market¬ 
ing  company  is  looking  to  expand 
its  national  sales  team  in  Chicago, 
Detroit,  and  Atlanta  markets.  We  are  j 
seeking  highly  successful,  self-motivated  | 
experienced  sales  people  that  will  be  i 
responsible  for  developing  revenue  from 
national  and  regional  aa  agencies  and 
their  clients. 

Qualified  candidates  must  possess  an 
entrepreneurial  attitude  and  strong 
strategic  skills  as  well  as  outstanding 
communication,  writing,  and  organiza¬ 
tional  skills.  National  advertising  sales 
with  agency  contacts  preferred.  Com¬ 
petitive  salary  plus  commission,  sup¬ 
portive  environment  and  generous 
benefits.  If  you  are  ready  to  take  the 
next  step  and  wish  to  join  on 
innovative  company,  send  resume  to 
Box  0888 1 ,  Editor  &  Publisher. 


FAX  your  ad  to 
212^929  ♦1259 


_ ADVERTISING _ 

REGIONAL  ADVERTISING  DIREaOR 

The  North  Georgia  Newspaper  Group, 
located  in  Dalton,  Georgia,  is  looking 
for  an  experienced,  high-energy 
advertising  director  to  lead  our  two- 
region  advertising  department  of  its 
nine  publications  with  a  total  circula¬ 
tion  of  over  1(X),000.  Direct  responsi¬ 
bility  of  southern  region,  which  consists 
of  an  award  winning  7-day  daily 
newspaper  and  three  other  pub¬ 
lications.  Wonderful  opportunity  for 
someone  with  advertising  sales  and 
staff  management  to  lead  an  aggres¬ 
sive,  enthusiastic,  hard-working  team 
into  the  next  century. 

We  offer  an  excellent  salary,  aggres¬ 
sive  management  incentive  plan  and 
complete  benefits  package. 

If  you  possess  the  right  skills,  a  positive 
attitude  and  thrive  in  a  fast-paced  com¬ 
petitive  environment,  please  send  your 
resume  with  a  cover  letter  to  Richard  D. 
Brown,  regional  publisher.  North 
Georgia  Newspaper  Group,  P.O.  Box 
1 1 67,  Dalton,  GA  30722- 1167 


SALES  MANAGER/COACH 

The  Advertising  department  of  the 
Milwaukee  Journal  Sentinel  currently 
has  a  need  for  a  Sales  Manager/ 
Coach  for  its  Retail  division.  This  key 
position  is  responsible  for  supervising 
and  motivating  their  sales  team,  direct¬ 
ing  them  to  achieving  both  individual 
and  team  revenue  goals,  assisting  them 
in  developing  new  accounts,  andlyzing 
sales  activities  and  the  growth  of  each 
account  executive.  The  ideal  candidate 
will  possess  a  B.A.  in  either  Advertis¬ 
ing,  Marketing  or  Business,  as  well  as 
excellent  oral  and  written  communica¬ 
tion  skills,  3  to  5  years  of  outside  sales 
experience,  some  management/ super¬ 
visory  experience  preferred.  The  candi¬ 
date  also  must  have  a  valid  Wl  Driver's 
license  and  an  insured  vehicle. 

The  chosen  candidate  will  enjoy  the 
following  benefits:  an  excellent  salary 
with  bonus  structure,  medical,  dental, 
vision,  401  (k),  pension  plan  and  tuition 
reimbursement.  If  interested  please 
send  your  resume,  cover  letter  and 
sabry  requirements  to: 

Journal  Sentinel  Inc. 

Human  Resources  Department 
333  W.  State  Street 
Milwaukee,  Wl  53203 
Fox:  (414)  224-2897 
Journal  Sentinel  Inc.  is  an  Equal 
Opportunity  Employer  supporting 
diversity  in  the  workplace. 


SALES  MANAGERS  NEEDED 
Florida  area  and  Mid-west  area. 
Keister-Williams  Newspaper  Services 
works  with  newspapers  to  sell  ads  on 
weekly  church  pages  and  other 
specials.  Newspaper  experience,  ad 
sales,  and  ability  to  travel  are 
required.  Challenging  position  has 
many  rewards  and  much  indepen¬ 
dence.  We  furnish  accounts,  pay 
salary  plus  expense  allowance,  and 
assist  on  ad  sales.  Contact  us  about 
Full  and  Part  time  positions. 

(800)  293-4709  Fax  (804)  293-4884 
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ART/GRAPHICS 


CIRCULATION 


CIRCULATION 


AM  NEWSPAPER  SEEKING  a  highly 
creafive  self-starter  fo  join  our  Graphic 
Design  team.  Position  requires  strong 
print  design  skills,  including  QuarkX¬ 
Press,  Photoshop  and  Freehand.  Must 
hove  the  ability  to  manage  multiple 
priorities  and  meet  deadlines.  Powerful 
communication  and  organization  skills 
essential.  Outstanding  benefits  pack¬ 
age  awaits  the  qualified  individual. 
Send  resume  to  P.O.  Box  850  or  apply 
at  Hobbs  News-Sun,  201  N.  Thorp, 
Hobbs,  NM  88240.  Attn:  Linda 


CIRCULATION  DIREaOR 


CIRCULATION  MANAGER 
17,0007Day 


ADVERTISING 


The  Yakima  Herald-Republic  has  a 
career  opportunity  for  an  energetic 
newspaper  circulation  professional  at  a 
40,000+  daily  newspaper  in  central 
Washington  state. 

Key  member  of  management  team  as 
one  of  five  directors  assisting  the  pub¬ 
lisher  to  set  and  achieve  long-range 
goals  and  mission.  Leads  and  directs  a 
talented  team  in  all  facets  of  subscrip¬ 
tion  sales,  service  packaging  and  dis¬ 
tribution. 


SEATTLE  BI-WEEKLY  wants  experi¬ 
enced  pro  to  head  advertising  sales. 
Competitive  salary  and  benefits  plus 
equity.  Call  Tom  (206)  547-9660  or 
E-mail:  tom@secittlepress.com 


Thomson  Newspapers  seeks  a  circula¬ 
tion  executive  for  The  Marion  Star.  This 
newspaper  received  a  second  place 
General  Excellence  award  in  a  state 
competition  ond  is  improving  every 
day.  Now  it  needs  to  build  an  excellent 
circulation  team. 


SENIOR  ADVERTISING 
ACCOUNT  EXECUTIVE 
State  Press  Association  representing 
600  weekly  community  newspapers  in 
New  York  seeking  seasoned  newspa¬ 
per  advertising  salesperson  who  can 
prospect,  make  presentations,  develop 
sales  strategies,  utilize  market 
research,  and  close  sales.  Excellent  com¬ 
pensation  package  including  profit 
sharing  and  401  (k).  Great  environ¬ 
ment,  terrific  support  staff.  Send 
resume  and  salary  requirements  to 
Senior  Account  Executive,  New  York 
Press  Association,  1 68 1  Western  Ave¬ 
nue,  Albany,  NY  1 2203-4305. 


The  successful  candidate  will  hove  a 
strong  history  of  success  in  leading  a 
staff  in  operations  and  sales.  The  pub¬ 
lisher  is  particularly  interested  in  a 
circulator  that  will  work  with  the  editor 
to  deliver  a  product  that  readers  want 
(through  Thomson's  Reader  Inc.  Pro- 


GRAPHIC  ARTIST 


The  Courier-Post,  a  100,000-circulation 
newspaper  in  the  competitive  South 
Jersey/Philadelphia  market,  is  seeking 
an  expert  graphic  artist  (or  our  Editorial 
Graphics  Department.  Responsibili¬ 
ties  will  include  information  graphics, 
illustrations,  and  page  design.  Success¬ 
ful  candidates  will  have  a  Bachelor's 
degree  in  graphic  design,  drawing 
skills,  and  the  advanced  use  of  Quark¬ 
XPress,  Freehand  and  Photoshop.  Print 
media  design  experience  preferred. 
Initiative  in  proposing  and  research¬ 
ing  graphics  is  expected.  Portfolio  of 
previous  work  will  be  required  at  time 
of  interview.  Please  send  resume  and 
salary  requirements  to  Stacy  B.  Oliveri, 
personnel  manager,  Courier-Post, 
P.O.  Box  5300,  Cherry  Hill,  NJ  08034. 
The  Courier-Post  is  a  Gannett  News¬ 
paper  and  an  Equal  Opportunity 
Employer. 


Serves  as  circulation  department 
lioison  with  other  departments  to 
achieve  creative  synergy  for  problem 
resolution  and  project  management. 
Creates  an  environment  to  energize  a 
winning  sales,  service  and  distribution 
team.  This  is  the  time  (or  you  to  join  us: 
we've  just  completed  a  total  remodel  of 
the  building,  complete  redesign  of  the 
newspaper,  and  have  a  state  of  the  art 
computerized  packaging  center. 

We  are  a  member  of  the  Seattle  Times 
group  and  an  equal  opportunity 
employer.  Send  or  fax  a  resume  and 
cover  letter  outlining  the  expertise  and 
values  you  will  bring  to  our  leadership 
team  to  Kay  Gause,  human  resources 
director,  Yakima  Herald-Republic,  P.O. 
Box  9668,  Yakima,  WA  98909. 


The  successful  candidate  will  hove  a 
degree  or  equivalent  experience  and 
3-5  years  in  management.  An  excellent 
compensation  and  benefits  package 
including  health/dental/life  insurance, 
paid  vocation  and  401  (k)  is  offered. 


THE  TIMES  is  a  Gannett  property, 
23,000  daily/27,0(X)  Sunday,  located 
in  northeast  Georgio,  45  miles  from 
the  metro  Atlanta  area  in  the  fastest 
growing  market  in  the  USA. 


Interested  candidates  should  forward  a 
cover  letter  and  resume  immediately  to: 


Dan  Show,  Publisher 
The  Marion  Star 
Thomson  Central  Ohio 
1 50  Court  Street 
Marion,  OH  43302 


We  are  seeking  candidates  with  lead¬ 
ership  and  communication  skills  who 
will  take  responsibility  for  revenue  in  a 
high  growrth  market. 

These  are  challenging  opportunities  for 
candidates  with  previous  job  experi¬ 
ence  in  the  following  areas: 


HTML/GRAPHICS  EDITOR 
Major  emergency  services  web  site 
seeks  Washington,  DC  area-based 
person  proficient  in  all  aspects  of  HTML 
editing  and  some  graphic  design. 
Should  be  able  to  do  HTML  coding 
without  use  of  any  “assist”  software  as 
well  as  use  of  FTP  software,  Photoshop, 
basic  use/implementation  of  CGI  and 
Perl,  JAVA  and  other  web  essentials. 
Qualified  person  should  also  be 
knowledgeable  about  current  and 
breaking  events  and  have  above  aver¬ 
age  writing  and  editing  skills.  E-mail 
your  resume  to  dove@coolwriter.net  or 
send  via  regular  mail  to  P.O.  Box  629, 
College  Park,  MD  20740.  Resumes 
sent  via  the  Internet  should  be  in  TEXT 
only  format  and  include  URb. 


Fax:  (740)  375-5199 
E-mail:  dshaw@cosmg.com 
Equal  Opportunity  Employer 


(509)577-7720 
Fax  (509)  577-7722 


Seeking  an  exceptional  candidate  with 
a  solid  record  in  sales  management. 

The  successful  candidate  must  possess: 
strong  in-field  involvement;  experience 
in  motivating,  coaching  and  train¬ 
ing;  development  of  sales  strategies; 
creative  ideas  to  grow  revenue  and 
market  share.  Responsibilities  include  a 
department  of  9  plus  local,  preprint 
and  TMC  budgets. 


ADMINISTRATIVE 


ADMINISTRATIVE 


IVIANAGEIVIENT 


RETAIL  SALES  EXECUTIVE  AND 
CLASSIFIED  RECRUITMENT  SALES 
EXECUTIVE 


Recruitment  Specialists 

Some  of  our  current  assignments: 


CIRCULATION 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 


We  are  seeking  experienced,  energetic 
people  with  proven  track  records  of  suc¬ 
cess  in  retail  sales  and  classified  recruit¬ 
ment  sales  to  join  our  outside  sales 
team  as  account  executives. 


■  Plant  Mani^er  -  Pnxluction  management  role  in 
Northeast  responsible  for  scheduling,  operation  and 
maintaining  press  equipment;  staff  of  30;  $60-$70K. 

■  Metro  Editor  -  Top  qualit)’  metro  newspaper  (over  150,0(X) 
circulation)  in  Mid  Atlantic;  oversees  7080  people;  great 
opportunity. 

■  Ad  Director  -  .Michigan  daily  (under  20,000  circulation) 
looking  ft)r“cieative"  advertising  manner  to  develop  sales 
staff  into  teams;  $6O$70K. 


CENTRALLY  LOCATED  New  England 
newspaper  group  seeks  energetic  appli¬ 
cants  (or  the  following  positions: 

Motor  Route  Manoger 
Assistant  Single  Copy  Sales  Manager 
Sales  Manager 
Sales  Crew  AAanager 
We  offer  competitive  salaries  and 
benefits  in  a  progressive  working 
environment.  If  you're  a  motivated  Dis¬ 
trict  Manager  looking  to  move  forward 
in  your  career,  we  might  be  the  place 
for  you.  Mountains,  lakes,  seacoast 
and  major  cities  within  an  hour  drive. 
Please  send  cover  letter,  resume  and 
salary  history  to  Box  08873,  Editor  & 
Publisher. 


The  successful  candidates  will  be 
results-oriented,  self-starters,  proficient 
in  cold-calling,  who  will  solicit  new 
accounts  and  assist  current  accounts  in 
meeting  their  advertising  needs. 

Previous  media  sales  experience  is  pre¬ 
ferred,  college  a  plus. 


Contact  us  if  you  have  a  recruitment  need.. .or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  IL  60067 
847.963.9300  ■  mm2@stametinc.coin  ■  fax  847.934.6607 


The  Times 
P.O.  Box  838 
354  Green  Street 
Gainesville,  GA  30503 
Fax  (770)  532-1 1368 
E-nrail  sberry@gainesvi.gannett.com 
EOE/M/F/H 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

The  Wall  Sfreef  Journal  is  the  largest 
circulation  daily  newspaper  in  the 
United  States  and  the  flagship  pub¬ 
lication  of  Dow  Jones,  the  world's  lead¬ 
ing  business  publisher.  Our  Circulation 
Field  Operations  Group,  located  in 
Mineola,  NY  has  an  opportunity  for  a 
Circulation  Manager. 

The  selected  candidate  will  manage  the 
delivery  and  distribution  of  Dow  Jones 
publications.  Specific  responsibilities 
include  the  following:  provide  effective 
marketplace  coverage  and  quality  ser¬ 
vice  to  customers;  assess  the  market  for 
circulation  grov^  opportunities;  develop 
and  prepare  annual  market  plans  and 
budgets. 

Requirements  include  a  minimum  af  3 
years  circulation  management  experi¬ 
ence,  home  delivery  and  single  capy 
sales  background,  strong  communica¬ 
tion  skills  and  computer  literacy.  The 
preferred  candidate  will  also  possess  a 
college  degree  with  soles/marketing 
emphasis,  knowledge  of  the  market 
and  experience  working  with  con- 
troctors. 

We  offer  a  competitive  salary  and 
excellent  benefits  plus  outstanding 
advancement  opportunities.  For  con¬ 
sideration,  please  forward  your  resume 
INCLUDING  salary  history/require- 
mentsto: 

Dow  Jones  &  Company 
Staffing  JD  86784 
200  Liberty  Street 
NewYork,  NY  10281 
Fox:  (212)416-3759 
E-mail  to:  Joan.daviau@dowjones.com 
An  Equal  Opportunity  Employer 
Visit  our  website  at 
http://www.dowjones.com/careers 


CIRCULATION  MANAGER 

The  Times  Herald-Record,  flagship 
paper  for  the  Ottaway  group,  is  look¬ 
ing  for  a  qualified  individual  to  join  its 
circulation  management  team.  The 
person  we  need  should  have  strong 
leadership,  communication  and  orga¬ 
nizational  skill  with  a  successful  track, 
record  of  growing  circulation  and  pro¬ 
viding  excellent  customer  service.  Com¬ 
puter  and  analytical  skills  are  also 
necessary  along  with  a  strong  will  to 


We  offer  a  highly  competitive  salary, 
401  (k)  and  a  full  benefit  package. 

Send  resume  and  salary  requirements 
to: 

The  Times  Herald-Record 
Attn:  Circulation  Director 
40  Mulberry  Street 
P.O.Box  2046 
Middletown,  NY  10940 
E-mail:  jsaunclers@th-record.com 


_ CIRCULATION _ 

CIRCULATION  SALES  MANAGER 

The  Tribune  in  suburban  Phoenix,  Ari¬ 
zona,  a  1  (X),(X)0+  circulation  paper  is 
j  seeking  a  Sales  Manager  to  manage 
outside  sales  and  an  inside  telemarket¬ 
ing  staff.  Responsibilities  will  also 
include  developing  and  coordinating 
new  sales  programs  to  increase  and 
retain  home  delivery  circulation  and 
using  databases  for  targeting  and  track- 
I  ing  sales.  If  you  have  a  proven  track 
I  record  of  developing  strategies  which 
I  have  resulted  in  increased  sales  and  if 
you  have  superior  communication, 
coaching  and  training  skills,  this  may 
be  the  job  for  you. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  |k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to  The 
i  Tribune,  Karen  Bulissa,  Human 
Resources,  1 20  W.  1  st  Avenue,  Mesa, 
AZ  85210. 

CIRCULATION  SALES  & 
MARKETING  MANAGER 

I  The  Buffalo  News  is  currently  accept¬ 
ing  applications  for  the  position  of 
Circulation  Marketing  Manager.  Re¬ 
sponsibilities  include  the  managing 
of  all  home  delivery  acquisition  and 
retention  programs  as  well  as  single 
copy  promotions  through  creative 
hands-on  involvement.  Strong  market¬ 
ing  skills,  solid  follow-through,  good 
analytical  skills  and  above  average  PC 
skills  are  essential.  The  ideal  candidate 
will  have  at  least  2-3  years  of  newspa¬ 
per  circulatian  sales,  retention  experi- 
1  ence.  Good  management  skills  are  a 
I  must.  This  is  a  rare  opportunity  to  build 
a  marketing  department  from  the 
ground  up. 

Qualified  applicants  should  Mail/Fax/ 
E-mail  a  resume  with  cover  letter  to: 

The  Buffalo  News 

I  One  News  Plaza,  P.O.  Box  1 00 
I  Buffalo,  NY  14240 

I  Attention:  Paul  Glaeser 

Fax:  (71 6)  849-5467 
E-mail:  pglaeser@buffnews.com 

CONSUMER  MARKETING  MANAGER 

The  Blade,  a  145,000  daily  and 
2(X),(X)0  Sunday  newspaper,  has  an 
immediate  opening  for  the  Circulation 
Consumer  Marketing  Manager.  This 
position  is  a  direct  report  to  the 
Department  Director  and  is  responsible 
for  marketing,  sales,  customer  service 
and  subscriber  retention. 

If  you  are  seeking  a  challenge  and 
want  to  be  part  of  a  dynamic  man¬ 
agement  team,  we  are  looking  for  a 
candidate  with  three  to  five  years 
experience  as  a  manager  in  these 
areas  of  responsibility.  College  degree 
in  marketing,  business  or  related  expe¬ 
rience  o  must.  Highly  competitive  com¬ 
pensation  and  benefits  package. 

Reply  in  confidence  to  Human  Resources, 
The  Blade,  541  N.  Superior  Street, 
Toledo,  OH  43660.  EOE 


I  _ CIRCULATION _ 

WANTED:  CIRCULATION  DIREaOR 
for  medium-size.  Southwestern  daily. 
Must  have  experience  building  circula¬ 
tion.  Send  resume  to  Box  08882, 
Editor  &  Publisher. 

EDITORIAL 

25,000  CIRCULATION  DAILY  in  cen¬ 
tral  Indiana  seeking  business  reporter, 
editor.  Responsibilities  include  report¬ 
ing  on  local  business  scene  on  a  doilv 
basis,  putting  together  a  strong  local, 
wire  business  package  daily,  Sunday. 
Manufacturing,  auto  industry,  labor 
unions  are  among  biggest  issues.  Prior 
business  writing  experience  required. 
Send  resumes,  clips  to  Dan  McCaleb  at 
the  Kakamo  Tribune,  P.O.  Box  9014, 
Kokomo,  IN  46904. 

27,000  DAILY  SEEKS  Sports  Editor 
Employee  shares  make  Post  Register's 
best  benefits  you'll  find.  Outside,  Out- 
1  door  Life  rate  ours  a  top  Rockies  town: 

1  Yellowstone,  Tetons,  Targhee.  Our  best 
go  to  Sports  Illustrated.  Lead  5-person 
I  staff  covering  prep  and  j.c.  and  college 
j  sports.  Apply  ASAP  Dean  Miller, 

I  dmifler@idahonews.cam 

I  333  Northgate,  Idaho  Falls,  ID  83401 . 

I  49er  BEAT  WRITER 

Here's  a  dream  NFL  beat:  Live  in  the 
I  San  Francisco  Bay  Area  and  cover  the 
j  49ers.  Thu  Press  Democrat  in  Santa 
I  Rosa,  CA,  has  an  immediate  opening 
:  for  someone  who  can  do  it  all  -  con- 
I  tinue  the  legacy  of  breaking  major 
news,  produce  impact  enterprise  work, 
write  with  flair  and  perform  under  tight 
deadlines.  The  Press  Democrat  is  an 
award-winning  1 00,(X)0-circulation 
j  daily  owned  by  the  New  York  Times. 

I  Send  work  samples  and  resume  by  July 
j  9  ta  George  Manes,  executive  sports 
I  editor,  P.O.  Box  910,  Santa  Rosa,  CA 
1  95402.  EOE 

I  - 

A  50,000-CIRCULATION  daily  in 
New  England  is  looking  for  an  edito¬ 
rial  writer/letters  editor.  Must  have 
excellent  writing,  editing  skills,  at  least 
5  years  newspaper  experience.  Send 
resume,  3  columns/editorials,  refer- 
.  ences  to  Box  08877,  Editor  &  Publisher. 


ADVANCEMENT 

See  how  for  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
>vww.boonenewspapers.com 

ASSISTANT  CITY  EDITOR 
Progressive  Gulf  Coast  1 00,(X)0+  daily 
seeks  experienced  editor  or  reporter 
for  assistant  city  editor  position.  Would 
supervise  general  assignment  and  beat 
reporters  at  national  award-winning, 
enterprise-oriented  paper.  Submit  clips 
that  show  editing  and/or  writing 
strength  and  coordination  of  photog¬ 
raphy,  graphics,  etc.  to  Box  08822, 
Editor  &  Publisher. 


Send  KcfP  Hov  Replies  to: 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
NewYork,  NY  10011 


ASSISTANT  EDITOR 

The  Covington  News,  a  rapidly  grow¬ 
ing,  award-winning  (10  GPA  awards 
this  year/ 1 3  last  year)  tri-weekly  com¬ 
munity  newspaper  is  looking  for  top 
candidates.  For  the  right  candidate,  the 
job  description  can  be  molded  to  fit 
their  own  special  interests  whether  it  be 
creating  great  special  sections  or  writ¬ 
ing  avrard-winning  enterprise  stories. 
Excellent  verbal,  writing,  editing  and 
QuarkXPress  (ar  Pagemaker)  page 
layout  skills  required.  Newspaper 
experience  a  must. 

j  As  a  property  of  nationally  known 
I  Morris  Newspaper  Company,  The  Cov- 
j  ington  News  serves  oil  Nevrton  County 
I  -  warm,  scenic  “small  town"  Southern 
community  just  30  minutes  east  of 
downtown  Atlanta.  Send  resume  to  The 
Covington  News,  P.O.  Box  1 249,  Cov¬ 
ington,  GA  3(X}15  or  fax  to  (770) 
786-645 1 .  Benefits/ salary/bonuses 
are  competitive.  Leave  messages  at: 
j  (770)  787-6397  ext.  21 

I  ASSISTANT  METRO  EDITOR 
I  The  Bradenton  Herald,  a  growing 
I  Knight  Ridder  newspaper,  is  seeking 
i  an  aggressive  editor  for  our  metro 
desk,  mis  editor  must  live  for  getting 
.  the  story  first  and  getting  it  best  in  this 
j  highly  competitive  position.  Key 
responsibility:  working  with  the  law 
I  enforcement/public  safety  team 
j  reporters.  Candidates  must  have  a  love 
I  of  the  chase,  be  a  strong  line  editor 
:  and  have  the  knack  of  juggling  several 
breaking  stories  on  deadline.  Man- 
i  agement  experience  a  plus,  but  not 
j  mandatory.  Reauired  experience:  4-t- 
I  years  reporting  for  a  daily  newspaper; 

I  1-2  additional  years  as  an  assigning 
I  editor  or  news/copy  editor  preferred! 

I  Please  send  resume,  clips  and 
!  references  to  Joanne  Momenta,  manag- 
!  ing  editor,  1 02  Manatee  Avenue  West, 
Bradenton,  FL  34205. 

I  ASSISTANT  METRO  EDITOR 

I 

j  The  Fayetteville  Observer-Times,  a 
;  70, (XX)  morning  doily  in  North  Caro- 
I  lino  needs  a  hard-driving  journalist  to 
I  join  its  editing  team.  We're  looking  for 
;  someone  with  a  passion  for  coaching 
and  collaboration  who  believes  in  cov¬ 
ering  the  community.  The  job  includes 
leading  one  or  two  teams  of  reporters 
and  assisting  in  the  daily  operation  of 
the  metro  desk.  Send  cover  letter, 
resume  and  work  samples  to  Jeffry 
Couch,  assistant  managing  editor.  The 
Fayetteville  Observer-Times,  P.O.  Bax 
849,  Fayetteville,  NC  28304. 

ASSISTANT  METRO  EDITOR 
Editor  sought  to  oversee  daily  beat 
team  as  w^l  as  in-depth  prajects.  San 
Bernardino  County  Sun,  award¬ 
winning  80,000  daily  in  Sauthern  CA. 
Send  resume,  references  to  Tom  Bray, 
tbray@sanberna.gannett.com 
Or  call  (909)  386-3841 

AWARD-WINNING  BUSINESS  weekly 
seeks  an  enterprising  reporter  to  work 
in  Lancaster,  PA  bureau,  covering 
retail,  agriculture  and  technalogy.  2-5 
years  business  reparting  experience 
required.  Send  resume,  dips  to  Editor 
Elizabeth  Cummings,  Central  Penn  Busi¬ 
ness  Jaurnal,  409  Sauth  Second  Street, 
Harrisburg,  PA  1 71 04. 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  NEWS  EDITOR 

High-quality  seven-day  AM  daily  with 
1 7,500  circulation  in  one  on  New  Eng¬ 
land's  most  beautiful  spots  seeks  an 
astute  content  editor  to  join  its  night 
local  news  operation.  The  job  involves 
copy  editing  and  some  page  design, 
but  the  primary  responsibility  is  editing 
wisely  and  well,  in  partnership  with 
reporters  who  range  in  experience 
from  rookies  to  veterans  of  large  metro 
papers. 

A  minimum  of  two  years  newspaper 
editing  experience  preferred.  Pay  com¬ 
mensurate  with  experience.  No  phone 
calls,  please.  Send  letter,  resume  and 
three  work  samples  to  Jim  Fox,  Valley 
News,  P.O.  Box  877,  White  River  Junc- 
Hon,VT  05001. 

ASSISTANT  PHOTO  EDITOR 

The  Morning  Call  in  Allentown  PA,  a 
Times  Mirror  newspaper,  is  looking  for 
someone  to  join  their  award-winning 
staff  af  20.  This  talented  individual  will 
oversee  the  night  side  picture  operation 
and  serve  as  the  department's  liaison 
with  editors  to  produce  the  best  daily  vis¬ 
ual  report.  They  desire  3-5  years  expe¬ 
rience  as  photographer  and  picture 
editor.  Technical  knowledge  in  produc¬ 
tion  quality  issues,  digital  cameras, 
Macintosh,  PC  and  Photoshop  a  strong 
plus.  Please  send  resume  and  samples 
to  Naomi  Halperin,  director  of  photog¬ 
raphy,  The  Morning  Call,  101  N.  6th 
Street,  Allentown,  PA  18105.  E-mail 
questions  lo: 

naomi.halperin@mcall.com 
BUSINESS  EDITOR 

The  Fresno  Bee,  Central  California's 
leading  newspaper,  is  looking  for  a 
talented  editor  to  manage,  lead  and 
motivate  our  Business  department 
reporters  and  copy  editors.  This  editor 
will  be  responsible  for  content  of  daily 
and  weekend  business  sections.  Must 
have  management  experience,  be  an 
aggressive  news  hound  and  a  self¬ 
starter.  Good  news  judgment,  editing 
and  design  skills  a  must.  Competitive 
salary  plus  benefits  package.  Send 
resume,  cover  letter  to  The  Fresno  Bee, 

1 626  E  Street,  Fresno,  CA  93786  or 
resume@fresnobee.com 


BUSINESS  NEWS  EDITOR 

The  Knight  Ridder  daily  on  Florida's 
Gulf  Coast  seeks  a  business  news 
editor  with  strong  copy  editing,  layout 
and  writing  skills  to  craft  aur  daily  and 
Sunday  business  sections.  Candidates 
must  have  2  to  4  years  of  daily 
deadline  experience.  We're  seeking  a 
creative,  business-sawy  journalist  who 
will  thrive  in  a  competitive  market. 
Send  resume  and  work  samples  to  Paul 
Carty,  business  editor,  Bradenton 
Herald,  102  Manatee  Avenue  West, 
Bradenton,  FL  34205  or  fax: 

(941)745-7097 

www.mediainfo.com 


_ EDITORIAL _ 

BUSINESS  EDITOR 

Ideal  candidate  is  enterprising  self¬ 
starter  with  a  minimum  three  years 
newsroom  experience  and  strong 
grasp  af  business  fundamentals.  Writes 
and  edits  for  a  multi-page  section  with 
updated  stocks  report,  strong  local  busi¬ 
ness  report  and  survey  of  top  national 
business  stories.  Supervisory  experi¬ 
ence  a  plus  for  assigning  from  news 
staff  of  a  dozen  reporters.  Our  L.A. 
County  community  daily  thrives  in  a  com¬ 
petitive  circulation  area  with  a  high- 
tech  aerospace  job  base,  expanding 
retail  market,  minor  league  Mariners 
franchise  in  new  stadium  and  Southern 
California  recreatianal  opportunities. 
Send  resume  to  Human  Resources, 

I  Antelope  Valley  Press,  P.O.  Box  4050, 

I  Palmdale,  CA  93590-4050. 

I  - 

I  BUSINESS  REPORTER 

Help  us  break  the  mold  in  workplace 
coverage.  The  Press-Enterprise,  the 
dominant  newspaper  in  Southern  Cali¬ 
fornia's  booming  and  affordable 
Inland  Empire,  is  looking  for  a  business 
reporter  to  cover  the  workplace, 
i  careers  and  the  economy.  Business 
I  reporting  experience  at  a  daily  news- 
I  paper  or  equivalent  is  preferred.  More 
I  important  are  fresh  ideas  and  a  desire 
j  to  help  readers  deal  with  the 
I  workplace  and  career  choices.  Resume 
and  clips  to  David  Harrison,  executive 
j  business  editor.  The  Press-Enterprise, 

I  3512  14th  Street,  Riverside,  CA 
j  92501. 

I  E-mail  dharrison@pe.com 

I  BUSINESS  REPORTERS -EDITORS/Soon- 
to-be-launched  Internet  financial  mag¬ 
azine  in  Europe  seeks  energetic, 
creative  journalists.  We  offer  excellent 
salaries  for  European-based  pros  with 
I  deep  knowledge  of  European  financial 
I  and  stock  markets.  This  is  a  great 
j  opportunity.  Send  CV  by  E-mail  to: 

NewsJobs@Europeanlnvestor.com 

BUSINESS  WRITER 

Jonney  Montgomery  Scott,  Inc.,  a 
Philadelphia  based  NYSE  Firm  needs 
an  experienced  Business  Writer/Editor 
in  the  Research  Department  to  edit 
material  for  content  as  well  as  re-cast 
research  info  for  in  house  distribution. 
Requires  excellent  writing  and  gram¬ 
matical  skills.  Send  replies  to  Jonney 
Montgomery  Scott,  Inc.,  1801  Market 
Street,  HR,  9th  Floor,  Philadelphia,  PA 
I  19103. 


CITY  EDITOR 

We  made  our  reputation  in  local  news. 
You  can  too.  The  “Morning  Star” 
serves  historic  Wilmington  and  the 
booming  Cape  Fear  Coast  region  in 
Southeastern  North  Carolina.  We  need 
an  accomplished  editor,  with  reporting 
background,  to  supervise  an  ambitious 
reporting  staff.  Strong  editing  skills,  pro¬ 
ven  news  judgment,  planning,  teaching 
and  coaching  abilities  are  all  pluses  for 
this  position.  We  are  a  60,000  AM  in 
the  New  York  Times  Regional  News¬ 
paper  Group.  Send  cover  letter, 
resume  and  work  samples  to  John 
Meyer,  managing  editor.  Morning 
Star,  P.O.  Box  840,  Wilmington,  NC 
28402-0840. 

An  Equal  Opportunity  Employer 
http://starnews.wilmington.net/ 

COPY  CHIEF — Soon-to-be  launched 
Internet  financial  magazine  in  Europe 
seeks  talented  business  editor  to  lead 
copy  desk.  We  offer  moving  expenses, 
an  excellent  salary  and  a  great  oppor¬ 
tunity.  Send  CV  by  E-mail  to: 

NewsJobs@Europeanlnveslor.com 

EDITORIAL 


Suburban  Philadelphia  34,000  AM 
seeks  well-organized  assigning  editor 
to  lead  award-winning  local  news 
staff.  If  you  anticipate  trends  as  well  as 
react  quickly  to  breaking  news,  hate  to 
be  beaten  by  the  competition  and  are 
passionate  about  community  coverage, 
send  letter,  resume,  samples  to 
Raymond  J.  Lamont,  managing  editor. 
Doily  Local  News,  250  N.  Bradford 
Avenue,  West  Chester,  PA  1 9382. 


j  The  Morning  Call  in  Allentown,  PA  is 
looking  for  a  copy  chief.  The  successful 
candidate  will  be  an  articulate  com- 
I  municator  with  solid  management 
'  abilities  and  excellent  grammar  and 
editing  skills.  Responsibilities  will 
include  overseeing  copy  flow  and 
supervising  17  editors  who  handle 
i  news  and  feature  copy  from  newsroom 
staff,  5  regional  bureaus  and  wire  ser¬ 
vices.  Layout  skills  are  helpful.  Send 
resume  and  other  pertinent  material  to 
Diane  Stanczak,  news  editor.  The 
Morning  Call,  P.O.  Box  1260,  Allen¬ 
town,  PA  18105. 

I  COPY  EDITOR:  Good  little  daily  in 
I  Sierra  foothills  seeks  journalist  with 
strong  word  skills,  some  design  back- 
1  ground,  to  make  us  even  better.  You'll 
make  a  difference  to  the  paper  and  to 
j  a  town  that  cares  intensely  about  its 
paper.  Clips,  cover  letter  to  Jim  McBee, 
I  copy  desk  chief.  The  Union,  1 1 464  Sut- 
I  ton  Way,  Grass  Valley,  CA  95945  or 
!  E-mail  jimm@theunion.com 


NewTimes 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly 
newspapers  -  covering  local  news  and  features, 
restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco, 

Los  Angeles,  Ft.  Lauderdale,  Cleveland  and  St.  Louis. 
Our  stories  inform  and  entertain  readers,  provoke 
strong  reactions,  and  win  national  awards.  We  are 
accepting  applications  now  for  the 
following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MANAfilNG  EDITOR 
PHOENIX  AND  HOUSTON 

This  position  requires  fine  writing  and  editing  skills  and 
the  ability  to  help  staffers  produce  superior  stories.  The 
managing  editor  also  supervises  the  day-today  operations  of 
the  editorial  department.  Phoenix  candidates 
should  be  well  grounded  in  news;  Houston  candidates 
should  have  a  strong  feature/ arts  background. 

ASSOCUJE  EDITOR 
FT.  LAUOEROALE 

We  are  looking  for  an  editor  with  a  strong  news  background 
who  can  craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 

LOS  ANGELES,  FT.  LAUDERDALE  AND  CLEVELAND 

This  job  entails  planning/editing  a  music  section,  hirir^  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

New  Times  offers  competitive  salaries  and  benefits. 
Interested  candidates  should  send 
cover  letter,  r6sum6  and  clips  to: 

rhristine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver.  CO  B0217 

T«  leant  more  abnrt  Ntw  TtaiM,  vittt  Mr  websits  It  wwvuiMrthMsxoin. 
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HELP  WANTED 


_ EDITORIAL _ 

COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  additian  to  its  six- 
member  copy/design  desk.  Knowledge 
of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Opportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  July  2 
to  Tom  Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson  Street, 
Jackson,  Ml  49201-2282.  No  phone 
calls,  please. 

COPY  EDITOR  NEEDED  for  small  daily 
with  big  plans.  We're  revitalizing  a 
1 1 0-year-old  paper  in  the  heart  of 
Montana  Rockies,  and  we  need  a  take- 
charge  editor/designer  to  become  part 
of  a  young  and  talented  staff.  You  will 
edit  copy,  work  with  reporters,  design 
the  front  and  feature  pages,  and  help 
redesign  the  paper  inside  and  out.  We 
offer  a  competitive  salary,  full  benefits, 
and  perks  that  include  some  of  the  best 
hunting,  fishing  and  hiking  in  the 
hemisphere.  Send  resume,  cover  letter 
and  clips  to  Greg  Lakes,  Ravalli  Repub¬ 
lic,  232  W.  Main  Street,  Hamilton,  MT 
59840. 


COPYEDITOR 

The  Omaha  World-Herald,  an  agen¬ 
da-setting  newspaper  for  its  com¬ 
munity,  its  state  and  its  region,  is  seek¬ 
ing  skilled  copy  editors  to  fill  positions 
in  news/features  and  sports.  At  least 
three  years  experience  required  as  well 
as  a  demonstrated  command  of  lan¬ 
guage,  headlines  and  deadlines.  The 
World-Herald,  is  an  employee-owned, 
two-cycle  newspaper  in  a  growing 
metropolitan  area  of  7(X),(XX).  To 
apply,  send  a  resume,  letter  and  work 
samples  to  Jeff  Gauger  or  Joanne 
Stewart,  assistant  managing  editors, 
World-Herald  Square,  Omaha,  NE 
68102. 


COPYEDITOR 

The  Antelope  Valley  Press,  a  48,(XX) 
circulation  daily  in  Southern  California, 
seeks  copy  editor  with  two  years  expe¬ 
rience,  to  live  and  work  in  an  area  that 
has  its  own  baseball  team  franchise, 
an  hour  from  the  beach,  minutes  from 
mountain  and  desert  sports.  Our  10- 
person  desk  puts  out  an  award¬ 
winning  community  paper  that  domi¬ 
nates  its  market  and  is  growing.  Great 
benefits  at  a  great  independent  daily. 
Send  resume  to  Human  Resources, 
Antelope  Valley  Press,  P.O.  Box  4050, 
Palmdale,  CA  93590-4050. 


DESIGNER 

Weekly  trade  publication  seeks  self- 
motivated  production  artist  to  do  pro¬ 
duction  work  on  weekly  magazine. 
Must  be  detail  oriented  and  able  to 
meet  daily  deadlines.  Knowledge  of 
QuorkXPress,  Photoshop  and  Illustrator 
is  a  must.  Send  resume,  salary  require¬ 
ments  and  samples  to  Box  08876, 
Editor  &  Publisher. 


_ EDITORIAL _ 

ECONOMY  WRITER  -  The  Indianapolis 
Star/News  (combined  daily  circulation 
265,(X)0;  390,(XX)  Sunday)  has  cre¬ 
ated  this  new  position  to  cover  the 
state's  economy.  The  post  requires  a 
strong  writer  who  can  write  about 
economic  trends  and  build  stories 
around  people  rather  than  financial 
data.  Experience  covering  business 
helps,  but  isn't  required.  Hease  send 
resume  and  clips  to  Business  Editor 
Greg  Andrews: 

gandrews@starnews.com 
307  N.  Pennsylvania  Street 
Indianapolis,  IN  46204 


EDITOR-IN-CHIEF 

Casco  Bay  Weekly,  a  well-established 
alternative  newspaper  in  Portland,  ME 
seeks  an  Editor-in-Chief.  Send  cover  let¬ 
ter,  resume,  and  clips  to  Lael  Morgan, 
Casco  Bay  Weekly,  P.O.  Box  1238, 
Portland,  ME  04104  or  E-mail 

71 54 1 . 1 44@Compuserve.com 


EDITOR-IN-CHIEF 

Experienced  Editor-in-Chief  to  manage 
bi-weekly  construction  publications. 
Responsibilities  include  articles,  assign¬ 
ing,  editing  and  writing;  supervising 
sections;  custom  publishing  projects; 
assist  in  website  design;  supervise 
editorial  staff  and  graphic  designer; 
attend  trade  shows.  Ability  to  meet 
deadlines  and  at  least  5  years  man¬ 
agement  experience  on  a  business 
news  desk  or  related  field  required. 
We  offer  career  advancement,  com¬ 
petitive  salary,  outstanding  benefits 
program,  401  |k),  profit  sharing  and 
medical.  Submit  resume  and  2  busi¬ 
ness/news  clips  to  Ted  McKeon,  Con¬ 
struction  Equipment  Guide,  470 
Maryland  Drive,  Fort  Washington,  PA 
1 9034  or  fax  to  (2 1 5)  885-29 1 0  or 
E-mail: 

constructionequipmentguide.com 
Only  those  with  salary  requirements 
will  be  considered.  No  phone  calls. 

EOE 


EDITOR/REPORTER  NEEDED  -  BTB 
Trade  magazine  on  commercial  real 
estate  in  Central  NJ  requires  reporter/ 
writer  for  2  publications.  Casual  smok¬ 
ing  office.  Good  salary,  medical, 
401  (k)  benefits.  Call  Ann  O'Neal  at: 

(800)732-5856 


EDITOR/WRITER  wanted  full  time 
immediately.  Presentation  Magazine  is 
an  award-winning  business  trade  pub¬ 
lication  devoted  to  technologies  and 
techniques  for  improving  professional 
communications.  Must  have  3-5  years 
business  to  business  journalism  experi¬ 
ence  required,  participate  in  planning 
meetings.  Some  travel.  Experience  writ¬ 
ing  about  computers,  software,  multi- 
media,  projection  tech  a  plus.  Send 
resume  to  Lakewood  Publications,  50 
South  9th  Street,  Minneapolis,  MN 
55402  or  Fax  to  (612)  340-4739 
along  with  three  writing  samples. 


JOIN  OUR  AGGRESSIVE  news  team 
as  a  General  Assignment  Reporter  posi¬ 
tion  opens.  Monday-Saturday  PM 
located  in  North  Central  Illinois.  Editing 
and  layout  experience  helpful.  Previous 
newspaper  experience  and  knowledge 
of  local  government  helpful.  Excellent 
benefits.  Send  clips  and  resume  to 
Joyce  McCullough,  NewsTribune,  426 
Second  Street,  La  Salle,  IL  61 301 . 


_ EDITORIAL _ 

EDITOR 

Hire  talented  people!  This  is  our  com¬ 
pany's  number  one  guiding  principle 
to  success.  Hanley-Wood,  Inc.,  the 
leading  publisher  for  the  residential  con¬ 
struction  industry  has  an  immediate 
need  for  an  experienced  Editor  to  grow 
our  trade  magazine  into  the  best  in  its 
field.  The  right  person  will  have  5-f 
years  magazine  editing  experience, 
broad  knowledge  of  the  building  pro¬ 
ducts  industry,  strong  public  speaking 
skills,  and  experience  managing  edit 
staffs.  If  you  hove  the  talent  to  help 
move  our  dynamic  magazine  to  the 
next  level  of  achievement,  we  want  to 
meet  you!  Your  skills  will  be  met  with  a 
competitive  compensation,  great  bene¬ 
fits  and  the  opportunity  for  growth. 
Send  resume  and  salary  requirements 
to: 

Department  Editor/PK 
Hanley- Wood,  Inc. 

One  Thomas  Circle,  NW,  Suite  600 
Washington,  DC  2(XX)5 
Fox:  (202)785-1974 
E-mail:  jc)b5@hanley-wood.com 
Visit  us  at  www.hanley-wood.com 
EOE 


EDITORS/REPORTERS  -  Enterprising 
editors  and  reporters  who  thrive  on 
breaking  stories  with  impact  sought  for 
Metro,  Business  ond  Sports  desks  of 
hard-charging  newsroom  in  nation's 
capital.  Three  to  five  years  experience 
on  daily  newspaper  required.  Send 
resume,  5-10  clips,  cover  letter  and  5 
story  ideas  to  K.M.  McIntyre,  The 
Washington  Times,  3600  New  York 
Avenue,  NE,  Washington,  DC  20002. 

No  calls,  please 


EDITOR 

Turley  Publications,  publishers  of 
several  award-winning,  weekly  news¬ 
papers  in  Western  Massachusetts, 
seeks  a  dynamic  and  talented  individ¬ 
ual  to  take  the  reins  as  editor  of  a  suc¬ 
cessful  weekly  newspaper. 

Candidates  should  possess  outstanding 
editing  and  management  skills.  We  are 
looking  for  someone  who  will  guide  the 
team  at  this  1 1 1  -year-old,  fully 
paginated  newspaper  into  the  millen¬ 
nium  by  continuing  top-notch  coverage 
of  local  news  and  features  and  by 
bringing  national  and  state  issues 
home.  Knowledge  of  QuarkXPress, 
degree  in  journalism  preferred. 

Competitive  salary  and  outstanding 
benefits. 

Send  resume,  cover  letter,  three  clips  or 
samples  of  work  as  an  editor  to: 

PatTuHey,  Publisher 
TuHey  Publications 
24  Water  Street,  Palmer,  MA  01 069 


GET  YOUR  START  HERE.  General 
assignment  reporter  needed  for  5,500 
daily  Northeastern  Colorado  newspa¬ 
per.  Will  consider  recent  graduates. 
Send  resume,  salary  requirements  and 
five  clips  to  Todd  Hepler,  editor,  P.O. 
Box  1 272,  SteHing,  CO  80751 . 

Phone:  (970)522-1990 
Fax  (970)  522-2320 
E-mail  edilor@joumal-aclvocate.com 


_ EDITORIAL _ 

GROWING  SEVEN-DAY  morning 
newspaper  near  Atlanta  seeks 
reporters,  lifestyles  editor  and  photo¬ 
grapher.  Come  here  to  grow  and  move 
on.  Former  staffers  now  work  at  larger 
newspapers  in  Georgia,  including 
Atlanta,  Augusta  and  Columbus.  Send 
resume  and  clips  to  Ron  Wayne, 
managing  editor,  Griffin  Daily  News, 
P.O.  Box  M,  Griffin,  GA  30224.  (770) 
227-691 4  or  send  questions  to: 
edilor@griffindailynews.com 


IDAHO  STATE  JOURNAL 
IMMEDIATE  OPENINGS 

The  Idaho  State  Journal  has  immediate 
openings  for  an  assistant  city  editor, 
reporters  and  sports  reporter.  We  wont 
people  who  con  add  vitality  and 
energy  to  our  local  news  coverage.  A 
community  newspaper  that  puts  a 
priority  on  the  news  and  events  impact¬ 
ing  our  readers'  lives,  the  Journal  is  an 
18,000-circulation,  seven-day,  morn¬ 
ing  newspaper  in  Pocatello,  Idaho,  sur¬ 
rounded  by  the  best  of  the  Intermoun¬ 
tain  West.  Send  letter,  resume  and  sam¬ 
ples  of  your  work  to  Jeffrey  P.  Mayor, 
managing  editor,  Idaho  State  Journal, 
P.O.  Box  431 ,  Pocatello,  ID  83204. 


KQED-FM,  San  Francisco 
DEPUTY  NE'//SDIREaOR 

Become  part  of  one  of  the  most  excit¬ 
ing  stories  in  public  radio  in  one  of  the 
most  attractive  cities  in  the  world.  With 
a  news  staff  of  20,  KQED-FM  is  one  of 
the  leading  public  news  organizations 
in  the  country.  The  Deputy  News 
Director  is  responsible  for  the  editorial 
integrity  and  quality  of  our  broadcast 
product.  We  are  looking  for  a  strong 
journalist  with  demonstrated  leadership 
and  people  skills.  Phone  inquiries  are 
welcome.  Call  Tom  Livingston  at  (703) 
978-6970.  To  apply,  send  a  resume, 
cover  letter  and  list  of  at  least  four  pro¬ 
fessional  references  to: 

KQED  Deputy  News  Director 
Livingston  Associates 
4(X)5  Iva  Lane 
Fairfax,  VA  22032 


LEAD  SPORTS  COPY  EDITOR 

The  Times  of  Northwest  Indiana  is  seek¬ 
ing  a  lead  sports  copy  editor. 

The  ideal  candidate  should  have  a 
strong  copy  editing  background  (spell¬ 
ing,  grammar,  headline  writing,  trim¬ 
ming  and  proofreading),  the  ability  to 
work  quickly  and  efficiently  under 
deadline  pressure  and  good  news  judg¬ 
ment.  QuarkXPress  experience  a  plus. 

The  Times  is  a  90,(XX)-circulation  daily 
located  just  minutes  from  Chicago,  and 
our  sports  section  is  consistently  among 
the  winners  at  APSE.  Send  resume/ 
clips  to; 

Mike  Sansone 
Sports  Editor 

The  Times  of  Northwest  Indiana 
601  45th  Street 
Munster,  IN  4632 1 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

LEAD  WRITER  FOR  high  school  sports 
of  The  Virginian-Pilot,  220,000  circula¬ 
tion  paper  with  45  schools  in  its  cov¬ 
erage  area.  Responsible  for  weekly 
and/or  daily  game  coverage,  writing 
feature  stories  leading  up  to  games, 
writing  trend  stories  off  beat,  compiling 
statistics.  Team  player  needed.  Send 
resume  and  clips  to  Battinto  Batts,  high 
school  sports  editor,  150  W.  Bram- 
bleton  Avenue,  Norfolk,  VA  23510. 

No  phone  colls,  please 

LEGAL  AFFAIRS  REPORTER 

If  you're  a  reporter  interested  in  a  legal 
beat,  we  want  to  talk  with  you.  We're 
a  weekly  newspaper  that  prizes 
aggressive,  enterprising  journalism 
about  the  practice  and  business  of  law. 
No  legal  background  required.  Com¬ 
petitive  salary,  benefits.  American 
Lawyer  Media  chain.  Send  resume  and 
clips  to  Editor-in-Chief,  New  Jersey 
Law  Journal,  P.O.  Box  20081,  238 
Mulberry  Street,  Newark,  NJ  07101- 
6081. 


LIKE  COMPETITION?  Hate  boring  writ¬ 
ing?  We  need  a  motivated,  aggressive 
reporter  who  has  a  way  with  words  to 
cover  one  of  the  fastest  growing  areas 
in  the  country.  Fourteen-person 
editorial  staff  writes  for  both  the  Bonita 
Banner,  a  30,000-circulation  twice- 
weekly,  and  the  Naples  Daily  News,  a 
50,0(X)-circulation  daily.  Ekjth  are  con¬ 
sistently  judged  among  the  best  news¬ 
papers  in  the  state.  Send  a  resume, 
cover  letter  and  writing  samples  to 
Todd  Pratt,  Bonita  Banner,  P.O.  Box  40 
Elonita  Springs,  FL  341 35  or  to: 

tjpral1@naplesnews.com 

MANAGING  EDITOR 

Accountabilities  1/2  print  and  1/2 
Internet.  Must  be  familiar  with  QuarkX¬ 
Press,  Photoshop  and  an  HTML  editor. 
Great  job  in  rural  Texas  for  unique 
publication.  Roundtop.com  Fox  (4()9) 
249-5021 ,  E-mail:  cktravis@fais.net 

MANAGING  EDITOR 

The  Observer  &  Eccentric  Newspapers 
is  seeking  an  upbeat,  energetic  person 
to  oversee  our  Wayne  County  editorial 
department.  The  qualified  candidate 
must  possess  a  Bachelor's  degree  or 
equivalent  experience  in  a  position 
requiring  the  exercise  of  judgment  in 
the  administration  of  staff,  policy,  finan¬ 
cial  resources  and  community  rela¬ 
tions.  A  thorough  understanding  of  the 
general  principles  of  libel  slander, 
privacy  and  copyright,  computer 
knowledge  a  must  in  QuarkXPress  and 
extensions.  Please  submit  resumes  to 
The  Observer  &  Eccentric  Newspapers, 
Job  Code  Managing  Editor,  36251 
Schoolcraft  Rood,  Livonia,  Ml  841 50. 

Fax  (734)  953-2057  or  E-mail 
maryab@oe.homecomm.net 
All  resumes  must  include  job  code. 

EOE/DFW 


_ EDITORIAL _ 

MANAGING  EDITOR  IN  PRAGUE,  CZ  j 
The  Prague  Post,  the  leading  English  | 
language  weekly  in  Central  Europe, 
seeks  a  proven  journalist  to  become  the 
newspaper's  new  MANAGING 
EDITOR.  Excellent  professional  back¬ 
ground,  newspaper  management 
experience,  spoken  and  written  English 
are  required,  Czech  language  skills  a 
plus.  Strong  knowledge  of  Czech  news, 
business  and  cultural  life  is  essential 
but  can  be  developed  in  the  position.  | 
For  more  information,  contact  Richord 
A.  Greene  at  ragreene@praguepost.cz 
More  detailed  info  vifww.praguepost.cz 


MANAGING  EDITOR  WANTED  for  | 
6,750  circulation,  three  times  weekly  j 
paper.  Growing  family  owned  paper  j 
in  Southwest  Colorado.  Three  years  I 
experience  in  reporting  and  lead¬ 
ership.  Must  be  able  to  guide  reporters 
ond  develop  interesting  story  ideas.  | 
Pagination  experience  helpful.  Skiing, 
fishing  and  mountain  biking  close  by. 
Respond  to  S.  Meyer,  editor/GM, 
Journal,  PO.  Drawer  J,  Cortez,  CO 
81321. 


MANAGING  EDITOR  -  Come  grow  i 
with  Northwest  25,000  doily  moving 
from  PM  to  AM.  Lead  strong  news 
staff,  develop  product  content  and 
introduce  Sunday  edition.  Experienced 
editor  with  strong  news  background,  | 
people  skills  and  marketing  savvy  j 
sought.  Excellent  salary  and  benefits.  I 
Send  resume  and  samples  of  work  to  | 
Peter  York,  publisher.  The  Daily  News,  i 
P.O.  Box  1 89,  Longview,  WA  98632  or 
E-mail  pyork@tdn.com  I 


MANAGING  EDITOR.  Direct  the  efforts  j 
of  our  staff  in  the  expanded  planning,  > 
collection  and  presentation  of  editorial  I 
materials  for  our  award-winning  1 
weekly  publications.  210M  circulation  | 
in  the  heart  of  upstate  NY.  Work 
closely  with  layout  and  pagination  < 
departments;  help  optimize  sales  ; 
opportunities  through  new/improved 
editorial  products.  Weekly/ daily  expe¬ 
rience  a  must.  Degree  preferred.  Send 
resume  and  salary  requirements  to 
Publisher,  Scotsman  Press,  P.O.  Box  . 
4970,  Syracuse,  NY  13221. 


MANAGING  EDITOR  FOR  quarterly  j 
magazine  American  Archaeology.  : 
Responsibilities  include  all  aspects  of  j 
magazine  production.  Must  have  high  j 
motivation,  4  years  experience,  strong  > 
writing  skills,  interest  in  archaeology.  | 
Must  relocate  to  New  Mexico.  Send  i 
resume  and  clips  to  Archaeological  Con¬ 
servancy,  5301  Central  NE,  Suite 
1218,  Albuquerque,  NM  871 08. 

Available  July  1 5, 1 999  ■ 


MANAGING  EDITOR 

National  B-to-B  magazine  seeks 
managing  editor  to  write  news,  j 
headlines,  edit,  manage  production 
flow.  All  benefits  plus  401  |k).  Fax, 
send.  E-mail  resume  to  PSN-JF,  4160 
Wilshire  Blvd.,  Los  Angeles,  CA 
90010.(323)964-4840 

gvallow@leisurepub.cc)m 
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MANAGING  EDITOR  -  22,000  7  Day 


EDITORIAL 

NEWS  EDITOR 


The  Advocate,  an  AP  General 
Excellence  Award  winner  two  years  in 
a  row,  seeks  an  editorial  leader  due  to 
a  promotion.  Beyond  the  day  to  day 
management  of  a  newsroom,  the  can- 
didote  must  possess  the  skills  to  mentor 
an  eager  staff,  provide  excellent  com¬ 
munity  journalism  that  connects  with 
readers  and  the  desire  to  win  next 
year's  G.E.  award. 

The  publisher  is  particularly  interested 
in  an  editor  that  will  work  with  the 
circulation  department  to  deliver  a 
product  that  readers  want  (through 
Thomson's  Reader  Inc.  Program). 

The  successful  candidate  will  have  a 
B.S.  degree,  proven  success  at  a  com¬ 
munity  newspaper  and  3-5  years 
experience  as  a  newsroom  leader. 

The  position  offers  an  excellent  com¬ 
pensation  and  benefits  package  includ¬ 
ing  dental/health/life  insurance,  vaca¬ 
tions,  and  401  (k)  plan.  Interested 
parties  should  forward  a  cover  letter, 
resume  and  salary  history  to: 

Al  Getler,  Publisher 
The  Advocate 
Thomson  Central  Ohio 
22  N.  First  Street 
Newark,  OH  43023 
Fox:  (740)  349-7466 
E-mail:  agetler@cosmg.com 
Equal  Op^rtunity  Employer 


NEWS  EDITOR 

Have  the  skills  to  lead  a  copy  desk  and 
paper  to  another  level?  Join  a  creative 
management  team  in  search  of  a  No. 
3  for  its  newsroom  of  43.  We're  a 
35,000  daily/43,(XX)  Sunday.  Send 
letter,  resume,  references  and  editing 
and  layout  clips  to  Mike  Bieger,  manag¬ 
ing  editor,  Altoona  Mirror,  301 
Cayuga  Avenue,  Altoona,  PA  1 6602. 


This  is  the  number  2  newsroom  post  at 
an  award  winning  13,000  PM  daily. 
Reports  to  the  managing  editor. 
Responsibilities  includes  coaching 
reporters,  making  assignments,  copy 
editing,  page  layout  and  column  writ¬ 
ing.  QuarkXPress  experience  a  must. 
Ideal  for  strong  reporter  seeking  to 
move  up.  Join  our  team  and  live  on  the 
beautiful  southeastern  seaboard.  Send 
your  resume  with  cover  letter  telling  us 
why  you  think  you  are  the  one  for  the 
job  to  Managing  Editor,  The  Daily 
Herald,  P.O.  Box  520,  Roanoke 
Rapids,  NC  27870  or  fax  it  to  (252) 
537-2314. 


PRESENTATION  EDITOR 
The  Omaha  World-Herald  is  seeking  a 
creative,  news-driven  person  to  direct 
an  energetic  group  of  news,  sports  and 
feature  page  designers.  You  could  be 
that  person  if  you  have  demonstrated 
the  ability  to  design  powerful  content- 
based  pages,  to  inspire  and  coach  the 
people  you  supervise  and  to  col¬ 
laborate  with  reporters,  photo¬ 
graphers,  graphic  artists,  copy  editors 
and  senior  editors.  We  offer  the  oppor¬ 
tunity  to  work  for  a  statewide  newspa¬ 
per  that  is  based  in  a  growing  and 
vibrant  metropolitan  area  of  700,000. 
The  World-Herald  is  an  employee- 
owned  newspaper  that  recently  began 
work  on  a  new  offset  press  facility.  To 
apply,  send  a  resume,  letter  and  work 
samples  to  Mike  Drummy,  graphics/ 
design  director,  World-Herald  Square, 
Omaha,  NE  68102. 


RECREATIONAL  TRADE  MAGAZINE 
seeks  organized  Managing  Editor. 
Lake  Tahoe  orea.  Motorcycle  knowl¬ 
edge  helpful.  Fax  resume: 

(775)  782-0266 


EDITORIAL 


EDITORIAL 


SENIOR  EDITOR 

If  you're  a  skilled,  creative  and  experienced  editor 
with  a  passion  for  health,  this  is  your  dream  job. 
Rodale,  Inc.,  the  nation's  leading  health  book 
publisher,  is  seeking  a  senior  editor  who  can 
conceive  great  books  and  then  create  them.  You'll 
work  with  a  team  of  talented  staff  writers, 
designers,  researchers  and  copy  editors  who  are  committed  to 
producing  how-to  books  that  empower  people  to  take  charge  of  their 
health.  The  successful  candidate  will  have  a  minimum  of  5  years 
editing  experience  working  with  freelance  and  on-staff  writers  for 
newspapers,  magazines  or  equivalent  book  writing;  the  ability  to 
nurture  and  motivate  writers,  give  honest  feedback,  and  get  positive 
results;  and  the  talent  to  juggle  projects  while  meeting  tough 
deadlines.  An  editing  test  will  be  required. 

We  offer  competitive  salaries  plus  superb  benefits  that  include  a  1 00 
percent  company-matched  401  (k)  plan,  on-site  daycare,  and  free 
company  fitness  center.  We're  located  in  the  scenic  Lehigh  Valley  of 
Pennsylvania,  just  an  hour  from  Philadelphia  and  90  minutes  from 
New  York.  Please  send  resum6  and  salary  requirements  to: 

Human  Resources  Dept.  (EP-SE) 

RODALE  PRESG,  INC. 

33  E.  Minor  Street,  Emmaus,  PA  18098 
Fax  number  (61 0)  967-9209 

EOE  Visit  our  website  at  www. rodalepress.com 
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_ EDITORIAL _ 

PROJEaS  LEADER 

The  Omaha  World-Herald,  an 
employee-owned  newspaper  with  Sun¬ 
day  circulation  of  285,0(X),  is  seeking 
reporter  or  an  editor  to  lead  major  pro¬ 
jects.  You  could  be  right  for  the  posi¬ 
tion  if  you  have  demonstrated  the 
capacity  as  a  reporter  or  editor  to 
bring  projects  to  publication  by  col¬ 
laborating  with  a  team  of  reporters, 
photographers,  graphic  artists,  capy 
editors,  page  designers  and  senior 
editors.  We  offer  the  opportunity  to 
work  for  a  statewide  newspaper  cover¬ 
ing  both  urban  and  rural  issues  from  a 
growing,  vibrant  metropolitan  area  of 
700,000.  To  apply,  send  a  resume,  let¬ 
ter  and  work  samples  to  Jeff  Gauger, 
assistant  managing  editor,  World- 
Herafd  Square,  Omaha,  NE  68102. 

PROJEaS  REPORTER 

The  Messenger-Inquirer,  a  34,000 
daily  in  Owensboro,  Kentucky,  is  seek¬ 
ing  an  experienced  prajects  reporter. 
This  position  requires  a  minimum  of 
five  years  daily  newspaper  experience 
and  a  demonstrated  track  record  of 
investigative  and  enterprise  reporting 
skills.  Knowledge  of  local,  state  and 
federal  government  operations,  the 
ability  to  turn  the  mundane  into  the  com¬ 
pelling,  and  tenacity.  The  M-l  is  a  8elo 
Corporation  newspaper.  Send  cover  let¬ 
ter,  resume  and  five  clips  to  Sue 
Trautwein,  human  resources  director, 
P.O.  Box  1480,  Owensboro,  KY 
42302.  EOE 

REPORTER  FOR  BUSY  Lake  Placid 
news  bureau.  Previous  reporting  expe¬ 
rience  required.  News  emphasis 
includes  3  major  state  agencies,  3  com¬ 
munities,  school  issues.  Monday  to  Fri¬ 
day  schedule;  flexible  hours.  Resume 
and  clips  to  Louis  Clermont,  news 
editor,  Press-Republican,  P.O.  Box 
459,  Plottsburg,  NY  12901. 


REPORTER  -  Growing  60K  daily  in  col¬ 
lege  town  needs  GA/police  reporter 
who  con  go  beyond  breaking  news 
and  develop  strong  enterprise  and 
investigative  stories.  Show  us  your  best 
in-your-face  journalism  developed 
from  strong  community  sources,  public 
records  and  data  bases.  Send  resume, 
references  and  your  five  best  clips  to 
Box  08883,  Editor  &  Publisher. 


REPORTER 

50,000-circulation  suburban  daily 
seeks  a  self-starting  town  news  reporter 
who  can  cover  hard  news,  features 
and  government  without  getting  caught 
in  the  government  rut.  Send  letter, 
resum6  and  work  samples  to  Chris 
Powell,  managing  editor.  Journal 
Inquirer,  P.O.  Box  510,  Manchester,  CT 
06045-0510. 


REPORTER:  Good  little  daily  in  the 
Sierra  foothills  of  California  seeks 
reporter  candidates  to  cover  local  gov¬ 
ernment.  Experience  a  must.  Send  your 
three  best  clips  and  a  letter  explaining 
why  we  should  hire  you  to  Judy  Brill, 
city  editor.  The  Union,  1 1 464  Sutton 
Way,  Grass  Valley,  CA  95945  or 
E-mail:  juclyb@theunion.com 


_ EDITORIAL _ 

REPORTER 

Immediate  opening  at  13,000  circula¬ 
tion  daily  on  the  beautiful  southeastern 
seaboard.  Ideal  candidate  will  be  look¬ 
ing  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experi¬ 
ence  preferred,  but  sharp  recent  jour¬ 
nalism  graduate  welcome.  Join  our 
team  and  be  only  3  hours  from  Wash¬ 
ington  D.C.  Send  your  resume  along 
with  clips  to  Wade  Nelms,  managing 
editor.  Daily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870. 

REPORTER 

National  award-winning,  40,000- 
circulation  daily  in  Central  Washington 
seeks  self-motivated,  resourceful 
reporter  who  can  spot,  explore, 
understand  and  cleorly  explain  issues. 
Western  U.S.  applicants  with  two- 
years'  experience  on  a  daily  preferred' 
Spanish-fanguage  skills  a  plus.  Send 
resume,  references  and  clips  to  Human 
Resources  Department,  Yakima  Herald- 
Republic,  P.O.  Box  9668,  Yakima,  WA  | 
98909.  We  are  a  member  of  The  Seat-  i 
tie  Times  group  and  an  equal  opportu-  i 
j  nily  employer.  j 

I  I 

I  REPORTERS:  Two  positions  in  Wash-  j 
j  ington,  DC  near  metro.  One  reporter  ! 
I  and  one  reporter/researcher  for  daily  j 
online  news  covering  Internet  regula-  ! 
tion  and  legislative  issues  on  a  state,  | 
j  national  and  international  level.  Capi-  i 
tol  Hill,  legislative  and  Internet  experi- 
!  ence  required.  E-mail  resume  in  text 
j  formattascashley@mindspring.com 


REPORTER  i 

The  Antelope  Valley  Press  reporter  we  ; 
seek  will  have  a  couple  of  years  expe-  j 
rience  with  strong  civics  and  gov-  | 
ernment  bockground  at  a  daily.  The  : 
self-starter  will  be  looking  for  a  move-  j 
up  opportunity  from  smaller  dailies  or 
similar  publications.  Our  aggressive  com¬ 
munity  newsroom  will  provide  the  right 
reporter  with  an  expanded  career 
^  future.  We  coach  and  foster  award  win- 
!  ners.  Send  resume  to  Human 

j  Resources,  Antelope  Valley  Press,  P.O. 
Box  4050,  Palmdale,  CA  93590- 
4050. 


REPORTER 

The  Daily  Iberian,  in  the  heart  of  Louis¬ 
iana's  Cajun  Country,  is  looking  for  a 
eneral  assignment  reporter  for  our  7- 
ay,  1 5,000-circulation,  award¬ 
winning  newspaper.  The  ideal  candi¬ 
date  will  have  strong  writing,  spelling 
and  grammar  skills,  as  well  as  an 
intense  curiosity.  Send  cover  letter,  . 
resume  and  clips  to  Jim  Smith,  monag-  | 
ing  editor.  The  Daily  Iberian,  P.O.  Box  j 
9290,  New  Iberia,  LA  70562  or  fax  to  | 
(3 18)  367-9640  or  Email  to:  j 

dailyiberian@AISP.net 


REPORTER 

The  Lakeville  Journal  Company,  a  pub¬ 
lisher  of  three  weekly  newspapers 
located  in  the  scenic  Tri-State  area  of 
CT,  NY  and  MA,  seeks  a  full-time  com¬ 
munity  repiorter  for  The  Lakeville 
Journal.  Reporting  ond  photographic 
experience  preferred.  Reliable  trans¬ 
portation  necessary.  Please  submit 
resume  and  letter  of  interest  to  Ruth  Eps¬ 
tein,  editor,  P.O.  Box  1688,  Lakeville, 
CT  06039,  or  call  (860)  435-9873. 
Fax  (860)  435-4802  or 

E-mail:  ljournal@ct1  .nai.net 


_ EDITORIAL _ 

REPORTER 

The  Telegraph  Herald  in  Dubuque, 
Iowa  is  currently  accepting  resumes  For 
an  experienced  reporter.  We  are  a 
Family  and  employee  owned  daily 
newspaper  that  offers  an  excellent 
salary  and  benefits  package.  Send 
resume  and  clips  to  Employment/ 
Compensotion  Manager,  Telegraph 
Herald,  a  division  of  Woodward 
Communications,  Inc.,  P.O.  Box  688, 
Dubuque,  lA  52004-0688.  AA/EEO. 

Women  and  minorities  are 
encouraged  to  apply 


SPORTS  COPY  EDITORS  I 

CBS  SportsLine  is  expanding  its  news  j 
operation  and  is  looking  For  aggressive  j 
sports  copy  editors.  Will  edit  staff  and 
wire  copy;  evaluate  relevance  of  news 
and  its  placement  on  the  company's 
site;  produce  packages  of  news/ 
features.  Degree  in  journalism;  self¬ 
starter.  Excellent  verbal  and  written 
communication.  Minimum  3  years  of 
newsroom  experience  at  a  daily  news¬ 
paper;  HTML  and  Rainman  a  plus.  Com¬ 
petitive  benefits  and  compensation 
package  plus  sign  on  stock  options.  | 
Fax  your  resume  to  (954)  252-4039.  ! 


ROOM  TO  WRITE  , 

New  Times  is  looking  (or  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix,  ' 
Denver,  Miami,  Dallas,  Houston,  San  i 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish  | 
in-depth,  well-crafted  stories  that  | 
explore  the  issues,  events  and  j 
personalities  that  make  our  com-  | 
munities  tick.  Our  stories  inform  and  j 
entertain  readers,  provoke  strong  reac-  j 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily  I 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Louderdole.  Clevelond,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We  ; 
offer  competitive  salaries  and  bene-  I 
fits... and  oil  the  space  you  need  to  put  j 
the  news  in  perspective  and  tell  a  good 
story.  1 

Send  all  applications 
(no  phone  calls  ar  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  80217 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


Editor  &  Publisher: 
The  communication 
link  of  the  newspaper 
industry  every  week 
since  1884. 
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SPORTS  COPY  EDITOR 

The  Herald-Mail  Company,  Maryland's 
best  mid-sized  daily,  is  looking  for  a 
part-time  Copy  Editor  and  Page 
Designer  in  its  Sports  Department.  The 
position  requires  knowledge  of  Associ¬ 
ated  Press  style  and  fundamentals  of 
layout.  Experience  with  QuarkXPress 
software  is  beneficial,  and  a  working 
knowledge  of  both  local  and  national 
sports  is  a  must. 

All  work,  including  occasional  report¬ 
ing  assignments,  is  done  on  a  tight 
deadline.  The  position  offers  an 
excellent  hourly  wage,  plus  401  (k)  and 
vacation  benefits.  The  Herald-Mail  has 
won  more  awards  than  any  other 
paper  its  size  six  of  the  last  seven  years 
in  the  Maryland/Delaware/DC  Press 
Association  contest. 

Interested  candidates  should  send 
resume  and  cover  letter  to: 

Personnel  Director 
The  Herald-Mail 
1 00  Summit  Avenue 
Hagerstown,  MD  21 740 


SPORTS  OPPORTUNITIES 
The  Des  Moines  Register  (circ. 
165,000  d,  265,000  S)  has  three 
sports  openings,  as  we  celebrate  our 
first  150  years  and  prepare  for  the 
next  150  with  a  $52  million  printing 
plant  opening  in  early  2000.  We're  in 
the  middle  of  Iowa,  some  of  the  most 
beautiful  countryside  around.  It's  a 
great  place  to  raise  a  family  or  to  build 
a  career. 

ASSISTANT  SPORTS  EDITOR 
We're  looking  for  an  idea  person  who 
knows  what  a  sports  section  needs  to 
be  in  a  wired  age.  Duties  include  work¬ 
ing  with  reporters  and  helping  our  staff 
develop  solid  enterprise  and  creative 
approaches  to  sports  news.  Applicants 
need  a  deep  knowledge  of  sports,  a 
love  of  college  and  high  school  sports, 
and  a  nose  for  news.  Previous  man¬ 
agement  experience  preferred. 

COLLEGE  SPORTS  REPORTER 
Our  readers  are  rabid  fans  of  Iowa's 
Division  I  sports  teams.  Here's  a 
chance  to  cover  those  teams.  Must 
have  experience  covering  a  major  col¬ 
lege  beat  plus  an  ability  to  break  spot 
news  and  develop  strong  enterprise. 
Experience:  4-6  years  preferred,  but 
we'll  consider  all  talented  writers. 

SPORTS  DESIGNER/COPY  EDITOR 
Here's  your  chance  to  be  an  impact 
player,  to  create  eye-catching,  news- 
driven  sports  pages.  Must  excel  in 
news  judgment,  word  skills  and  ability 
to  work  well  with  colleagues  through¬ 
out  the  newsroom.  We  use  Mac-based 
pagination. 

TO  APPLY,  send  a  cover  letter,  resume 
and  work  samples  to  The  Des  Moines 
Register,  Human  Resources,  715  Locust 
Street,  Des  Moines,  lA  50309.  The 
Register,  a  Gannett  newspaper,  is  an 
Equal  Opportunity  Employer. 
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_ EDITORIAL _ 

SPORTS  EDITOR:  Direct  coverage  of 
pro,  college  and  prep  sports  for  our 
31,000-circulation  daily  just  north  of 
Indianapolis.  We're  looking  for  a 
writer/editor  who  leads  by  example  in 
producing  deadline  and  enterprise 
stories.  Supervise  a  staff  of  three 
writers,  three  clerks  and  prepare  copy 
for  pagination  on  our  universal  desk. 
Resume,  samples  to  Patrick  Sanders, 
The  Herald  Bulletin,  1 1 33  Jackson 
Street,  Anderson,  IN  4601 5. 


SPORTSWRITER 

The  Watertown  Daily  Times,  a  35,000- 
circulation  daily  in  Northern  New  York 
State,  seeks  an  energetic  sports  writer 
to  join  an  aggressive,  hard-working 
staff.  Responsibilities  include  covering 
all  aspects  of  high  school,  college  and 
recreational  sports.  Please  send 
resume/clips  to  Gregory  Gay,  execu¬ 
tive  sports  editor,  Watertown  Daily 
Times,  260  Washington  Street, 
Watertown,  NY  1 3601 . 


SPORTS  OPENINGS 
The  Journol-Standord,  an  award¬ 
winning  1 7,000  PM  daily  in  Freeport, 
IL,  has  two  openings  for  its  four-person 
sports  team: 

SPORTS  REPORTER:  We  focus  on 
preps  and  a  local  community  college 
and  have  fun  doing  it.  We  emphasize 
going  beyond  the  game  story  with 
features  and  columns.  This  beat  is  ideal 
for  a  sports  writer  with  creativity  and  a 
love  for  the  gomes.  Some  copy  desk 
work  irKluded. 

SPORTS  DESIGNER:  Primary  responsi¬ 
bility  is  pagination  of  daily  sports 
pages.  QuarkXPress  knowledge  helpful 
;  but  not  necessary.  Layout  experience  is 
[  a  must.  Some  writing  will  be  included 
in  the  job. 

If  your  are  interested  in  joining  the  best 
!  small  newspaper  sports  team  in  Illinois, 
I  send  a  letter,  resume  and  work  sam¬ 
ples  to  Brian  Greene,  sports  editor.  The 
Journal-Standard,  P.O.  Box  330, 
Freeport,  IL  61 032. 


STAR  MAGAZINE  -  REPORTER 
America's  leading  tabloid  weekly  is 
looking  for  hard-hitting,  aggressive 
reporters  to  join  its  news  team.  Good 
pay,  lots  of  travel,  based  in  either  New 
York  City  or  Los  Angeles.  Write  to  Dick 
Belsky,  Star  Magazine,  660  White 
Plains  Rood,  Tarrytown,  NY  1 0591 . 


TAKING  APPLICATIONS  for  experi¬ 
enced  working  journalists  already  in  a 
newsroom  for  2-3  years.  We're  expan¬ 
ding  our  online  reporter  staff  to  report 
on  local  stories  within  our  market.  You 
need  strong  telephone  interviewing 
skills,  deadline  compliance,  an  E-mail 
account  and  a  desire  to  earn  extra 
money.  No  beginners.  We  have  no 
time  to  train  you.  We'll  explain  how 
our  innovative  proven  program  works. 
E-mail  cover  letter,  writing  samples  to: 
tcoleman@dailyitem.com 


EDITORIAL 


THE  CHICAGO  SUN-TIMES,  a  great 
newspaper  in  a  great  city,  is  accepting 
resumes  for  the  following  positions: 
Deputy  Metro  Editor,  Deputy  Features 
Editor,  Deputy  Business  Editor  and 
Assistant  Photo  Editor.  We're  looking 
for  high-energy,  quick-thinking  people 
who've  had  success  nurturing  talented 
reporters  and  photographers.  For  Assis¬ 
tant  Photo  Editor,  we  specifically 
require  expertise  in  digital  photog¬ 
raphy.  Send  resumes  ta  Joycelyn  Win- 
necka,  managing  editor,  Chicago  Sun- 
Times,  401  N.  Wabash  Avenue,  Chi¬ 
cago,  IL6061 1. 

winnecka@suntimes.com 
(312)  321-2582 


THE  GREENSBORO  NEWS  & 
RECORD,  an  award-winning  1 00,000 
daily  in  central  North  Carolina,  seeks  a 
general  assignment  features  reporter 
who  is  equally  adept  at  covering  hard 
news  and  producing  in-depth 
enterprise  stories.  If  you  can  juggle  a 
variety  of  assignments,  if  you  prefer  cov¬ 
ering  a  range  of  topics,  and  if  you 
thrive  in  a  team-based  environment 
that  gives  you  the  freedom  to  develop 
and  explore,  this  could  be  that  dream 
job  you've  been  looking  for.  We  prefer 
a  minimum  of  3  years  reporting  expe¬ 
rience  and  a  solid  writing  portfolio. 
Send  resume,  cover  letter,  and  1 0  writ¬ 
ing  samples  to  Carla  Bagley,  features 
editor.  News  &  Record,  200  E.  Market 
Street,  Greensboro,  NC  27401.  No 
colls  or  faxes,  please. 


THE  HERALD,  a  55,000-circulation 
daily  newspaper  in  Everett,  WA, 
owned  by  the  Washington  Post  Co.,  is 
looking  for  top-notch  candidates  to 
moke  their  mark  competing  in  a  three- 
newspaper  AM  morket.  Located  35 
miles  north  of  Seattle,  we  cover 
Snohomish  County,  a  prosperous,  fast¬ 
growing  area  that  is  home  to  the 
largest  plant  of  the  Boeing  Co.,  many 
high-tech  companies  and  a  major 
Navy  base. 

AEROSPACE  WRITER 
Energetic  beat  writer  will  cover  the 
aerospace  industry  in  Puget  Sound 
area,  with  emphasis  on  the  Boeing 
Company.  Work  will  include  breaking 
news,  features,  workplace  issues,  labor 
relations  and  company's  corporate 
culture.  Also  will  cover  telecommunica¬ 
tions,  banking  and  personal  finonce. 

LOCAL  NEWS  EDITOR 
Enthusiastic  leader  will  work  noon  to  9 
p.m.  assisting  in  daily  operation  of  the 
city  desk,  coordinating  night  breaking 
news  and  helping  a  capable  staff  do  its 
job  more  effectively.  Management 
experience  desirable.  Strong  back¬ 
ground  as  a  reporter,  writer  or  copy 
editor  is  essential. 

Check  us  out  online  at 

http://www.heraldnet.com 
To  apply,  send  a  letter,  resume  and 
five  examples  of  your  best  work  (clips, 
projects  you  coordinated,  other  on-the- 
job  successes)  to  Stan  Strick,  executive 
editor.  The  Herald,  P.O.  Box  930, 
Everett,  WA  98206-0930.  Questions 
welcomed.  Women  and  minorities 
encouraged  to  apply. 


PER 
ACE  ; 
MPLOYMEN’ 


E&P  Help  Wanted  Classified  is  committed  to 
giving  our  clients  the  best  value  and  our  read¬ 
ers  the  best  opportunities! 

Every  month  Editor  &  Publisher  devotes  a 
special  editorial  section  to  workplace/employ¬ 
ment  issues  that  affect  both  employees  and 
human  resource  professionals  in  news  publish¬ 
ing. 

A  recruitment  advertisement  placed  in  this  sec¬ 
tion  draws  the  attention  of  candidates  that  may 
NOT  be  actively  job  hunting  and  puts  even 
more  emphasis  on  your  company  job  opportu¬ 
nity.  We  add  a  teaser  ad  (with  your  logo)  to  our 
classified  section  to  alert  job  hunters  to  the  fea¬ 
tured  section  AND  your  ad  copy  appears  on  our 
website. 

To  place  your  help  wanted  ad  in  any  of 
these  sections  contact 
Hazel  (212)  675-4380.  Ext.  171 
hazelp@mediainfo.com 
Michele  (212)  675-4380.  Ext.  173 
michelea@mediainfo.com 

1 

1999  Recruitment  &  HR  Features: 


Issue  Dates: 
JULY  17 
*AUG  21 


Space  Deadlines: 
JULY  7 
*AUG9 


SEPT  18  SEPTS 

OCT  16  OCT  6 

NOV  20  NOV  10 

DEC  18  DECS 

Special  Report:  The  State  of  Employment/Recruitment 


www.mediainfo.com 


EDITOR  a  PUBLISHER  /  JUNE  26.  1999 


49 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp©mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


THE  APPEAL-DEMOCRAT,  a  Freedom 
Communications,  Inc.,  paper  in  North¬ 
ern  California  needs  a  community 
minded,  skilled  editor  to  lead  it's 
newsroom  of  30  bright  journalists.  Top 
candidates  will  have  minimum  5  years 
editing  experience  and  be  ready  to 
take  a  top  notch  paper  into  the  future. 
Resume  to  Assistant  Publisher  M.  Olaf 
Frandsen,  1530  Ellis  Lake  Drive, 
Morysville,  CA  95901 .  No  calls. _ 


THE  PADUCAH  (KY)  SUN,  the  flagship 
newspaper  of  family  owned  Paxton 
Medio  Group,  is  seeking  an  experi¬ 
enced  news  copy  editor.  The  Sun  is  a 
31  ,(XX)-circulation,  7-day  AM  with  sub¬ 
scribers  in  17  western  Kentucky  and 
southern  Illinois  counties.  Position 
requires  steadfast  commitment  to 
defense  of  the  longuoge;  ability  and 
willingness  to  rewrite  uninspired  or  dis¬ 
jointed  copy;  and  proven  news  judg¬ 
ment.  Some  basic  pagination  work  on 
a  DTI  editorial  system  required.  Train¬ 
ing  provided.  Pay  based  on  experi¬ 
ence.  The  company,  which  operates 
25  daily  newspapers  in  nine  states, 
offers  pension  AND  company-matched 
401  (k);  health,  other  benefits;  and 
opportunities  for  professional  advance¬ 
ment.  Send  risumis  to  Executive  Editor 
Karl  Horrison,  The  Paducah  Sun,  408 
Kentucky  Avenue,  Paducah,  KY 
42001. 


THE  POST-TRIBUNE,  Northwest  Indi¬ 
ana's  fastest  growing  doily  newspaper, 
is  seeking  an  experienced  reporter  and 
talented  writer  to  join  its  staff.  The  ideal 
candidate  would  hove  at  least  three 
years  reporting  experience  and  a 
creative  approach  to  conceiving,  report¬ 
ing  and  writing  stories.  Candidates 
should  be  capable  of  producing  clean, 
crisp  copy  ond  hove  o  desire  to  com¬ 
pete  in  one  of  the  countries  hottest 
newspaper  markets.  Send  r6sum6,  clips 
and  references  to  Stephen  Snelgrove, 
managing  editor,  Post-Tribune,  1065 
Broody^,  Gary,  IN  46402. 


An  Equal  Opportunity  Employer  M/F 


EDITOftlAL 


Betty  Anne  Williams 
Associote  Managing  Editor 
USA  TODAY 
1000  Wilson  Blvd. 
Arlington,  VA  22229 
(703)276-6403 
(800)872-3410 
bwilliams6usatoday.com 


WE  HAVE  TWO  OPENINGS  FOR 
COPYEDITORS 


THE  ST.  X3SEPH  NEWS-PRESS,  on 
award-winning  newspaper  in  North¬ 
west  Missouri,  is  hunting  for  an 
agriculture  reporter.  The  desired  can¬ 
didate  will  be  familiar  with  agricultural 
issues  in  the  Midwest  and  will  have  a 
familiarity  with  the  hog  industry.  Can¬ 
didates  should  hove  two  years  experi¬ 
ence,  though  talented  beginners  will  be 
considered.  Send  a  r6sum6  with  eight 
clips  to  Robyn  Davis,  business  editor, 
St.  Joseph  News-Press,  P.O.  Box  29, 
St.  Joseph,  MO  64502. 


NEWS  COPY  EDITOR  ■  Join  our  six- 
person  news  copy  desk  at  35,000  AM 
daily  in  growing  northwest  suburbs  of 
Chicago.  You'll  edit  and  design  pages 
on  our  Mac  system. 

FEATURES  COPY  EDITOR  -  Day  desk 
job  helping  produce  weekly  local  tab 
and  daily  entertainment  pages,  and 
other  duties. 


Both  positions  require  one  year  of 
experience.  Knowledge  of  QuarkX¬ 
Press,  AP  style  helpful.  Attention  to 
detail  and  desire  to  excel  critical. 
Excellent  working  conditions,  pay  and 
benefits  at  progressive,  growing  news¬ 
paper  committed  to  serving  readers 
and  giving  employees  tools  and  train¬ 
ing  to  do  the  job. 


THE  TIMES-PICAYUNE  in  New  OHeans 
is  seeking  an  experienced  theater 
writer  to  cover  all  aspects  of  the  local 
beat,  from  reviews,  features  and 
interviews  to  news  coverage. 


Send  clips  and  resumes  to  Karen 
Taylor  Gist,  entertainment  editor.  The 
Times-Picayune,  3800  Howard  Ave¬ 
nue,  New  OHeans,  LA  701 40. 
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ENTRY  LfVEL 


THE  WATERLOO  COURIER  -  winner  of 
two  1998  Iowa  General  Excellence 
and  the  Notional  Newspaper  Associa¬ 
tion's  Best  of  States  awards  -  has  three 
openings  for  reporters,  one  immediate 
and  two  later  this  summer. 

The  positions  include  coverage  of  busi¬ 
ness,  education  (including  the  Univer¬ 
sity  of  Northern  Iowa  and  o  community 
college)  and  the  police  beat.  We  wont 
high-energy  people  with  the  curiosity 
and  initiative  to  replace  individuals 
who  swept  state  awords  for  feature 
and  in-depth  reporting  and  are  moving 
on  to  metros. 

The  Courier  is  a  48,000  PM  daily  in  a 
125,000  metro  area  in  Northeast 
Iowa.  Please  send  r6sum6  and  clips  to 
Saul  Shapiro,  editor,  Waterloo 
Courier,  P.O.  Box  540,  Waterloo,  lA 
50704. 


COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  addition  to  its  six- 
member  copy /design  desk.  KnovHedge 
of  QuarkXPress  o  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Opportunity  Employer.  Send  o 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  July  2 
to  Tom  Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson  Street, 
Jackson,  Ml  49201-2282.  No  phone 
calls,  please. 


USA  TODAY,  the  nation's  largest 
newspaper,  is  looking  for  an  energetic, 
high-concept  editor  to  shepherd  and 
shape  its  coverage  and  criticism  of  the 
television  industry.  The  ideal  candidate 
need  not  be  a  TV  expert,  but  must  have 
keen  interest  in  how  this  medium 
influences  and  reflects  American  life. 
The  ideal  candidate  will  hove  extensive 
line-editing  and  supervisory  experi¬ 
ence,  the  ability  to  work  with  reporters 
and  columnists,  a  knack  for  enterprise 
and  daily  stories  ond  a  love  of  break¬ 
ing  news.  Send  replies  to: 


GET  YOUR  START  HERE.  Generol 
ossignment  reporter  needed  for  5,500 
daily  Northeastern  Calorado  newspa¬ 
per.  Will  consider  recent  groduates. 
Send  resume,  salary  requirements  and 
five  clips  to  Todd  Hepler,  editor,  P.O. 
Box  1 272,  Sleding,  CO  80751. 

Phone:  (970)  522-1990 
Fox  (970)  522-2320 
E-mail  editor6joumal-advocale  com 


Immediote  opening  at  1 3,000  circula¬ 
tion  doily  on  the  bMutiful  southeastern 
seaboard.  Ideal  candidate  will  be  look¬ 
ing  to  cover  hard  news,  work  a  beat, 
and  handle  some  general  assignment 
work.  One  year  professional  experi- 
erKe  preferred,  but  sharp  recent  jour¬ 
nalism  graduate  welcome.  Join  our 
team  and  be  only  3  hours  from  Wash¬ 
ington  D.C.  Send  your  r6sum6  along 
with  clips  to  Wade  Nelms,  managing 
editor.  Doily  Herald,  P.O.  Box  520, 
Roanoke  Rapids,  NC  27870. 


INFORMATION  SYSTEMS 


ASSISTANT  SYSTEMS  ANALYST 


Tom  Porrien,  Systems  Manager 
The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25- 1 429 


PROJEa  MANAGER 


Please  send  resume,  letter  and  samples 
of  your  work  to  the  Northwest  Herald, 
P.O.  Box  250,  Crystal  Lake,  IL  60039- 
0250,  Attn:  Cliff  Ward. 


WEB  CONTENT  AAANAGER 
Will  be  responsible  for  acquiring  and 
developing  content  material  for  Fortune 
100  company's  website.  Will  play  a 
significant  role  in  shaping  company's 
Internet  strategy.  B.A.  degree  required. 
Superior  writing  skills  o  must.  Project 
mono^ment  experience  vital.  Reply  by 
E-mail  to  kharl6eflkc.com 


INFORMATION  SYSTEMS 


INFORAAATION  SYSTEMS 
MANAGER 


Publisher  of  national  weekly  newspa¬ 
per  and  monthly  magozine  seeks  expe¬ 
rienced  IS  manager  to  lead  systems 
department.  Successful  applicant  will 
plan,  install,  support,  and  maintain 
data  and  voice  systems  as  well  os  pro¬ 
vide  user  support  and  training  for  oil 
HW/SW  needs  in  a  Novell/NT 
environment.  Keen  analytical  skills 
needed.  Strong  organizational  and 
communications  skills  necessary. 
Ability  to  deal  with  multiple  requests  in 
a  deadline  environment  a  must.  Pub¬ 
lishing  experience  a  plus.  Send  cover 
letter  and  resume  to  Education  Week, 
6935  Arlington  Road,  Suite  100,  Box 
IS,  Bethesda,  MD  208 1 4. 


MAILROOM 


MANUFACTURING 

SUPERVISOR 


The  Times  Newspaper  is  seeking  a 
Manufacturing  Supervisor  with 
mechanical  aptitude  to  manage  and 
supervise  our  Night  Pa»aqinq 


supervise  our  Night  Pa»aging 
Department  operation.  Hours  ore  10 
p.m.  to  6  o.m.  Candidates  should  hove 
previous  manufacturing  management 
experience  and  the  ability  to  supervise 
and  work  with  a  large  production  staff. 
Willing  to  train  the  right  individual. 


The  position  requires  an  individual  with 
strong  leadership  and  excellent  orga¬ 
nizational  and  communication  skills. 
Must  also  be  able  to  meet  deadlines 
and  maintain  a  clean,  safe  work 
environment. 


The  Times-Picayune  seeks  an  energetic 
individual  to  join  the  technical  support 
staff  in  our  S^tems  Department. 

We  are  looking  for  candidates  with  a 
background  in  newspaper  systems 
applications  who  ore  adept  at  PC/Moc 
hardware  and  software  troubleshoot¬ 
ing.  Some  knowledge  of  TCP/IP 
networking  o  bonus. 

An  Equal  Opportunity  Employer  M/F 
Interested  applicants  can  send  a 
I  r6sum6  and  cover  letter  to: 


We  offer  a  competitive  salary  and 
benefits  package.  Pre-employment 
physical  which  includes  drug  screen 
prerequisite  for  employment.  For  con¬ 
sideration,  please  send  resume  and 
salary  history  to: 


Personnel 
THETIAAES 
500  Perry  Street 
P.O.  Box  847 
Trenton,  NJ  08605-0847 


An  Equal  Opportunity  Employer 


MARKETING 


MARKET  DEVELOPMENT  DIREaOR 


Notional  weekly  newspaper  seeks  pro¬ 
ject  manager  to  lead  print/web  pub¬ 
lishing  software  conversion.  Must  have 
experience  in  publishing;  journalism 
experience  a  plus.  Needs  to  be  able  to 
work  with  multiple  vendors.  Project  will 
involve  both  hardware  and  software 
for  approximately  65  users.  This  is  a 
full-time  temporary  position  expected 
to  last  3-6  months.  Possible  permanent 
position  available  for  the  right  candi¬ 
date.  Send  cover  letter  and  resume  to 
Education  Week,  6935  Arlington 
Road,  Suite  1(X),  Etox  IS,  Bethesda,  MD 
20814. 


The  Binghamton  Press  &  Sun  Bulletin 
(65,000d,  83,OOOS),  o  Gannett  Co., 
Inc.  newspaper,  is  seeking  an  experi¬ 
enced  marketing  professional  to  serve 
as  market  dev^opment  director.  The 
director  will  work  with  all  departments 
to  develop  strategic  plans  to  increase 
advertising  sales,  newspaper  distribu¬ 
tion,  improve  customer  satisfaction  and 
retention,  and  broaden  the  customer 
base.  This  position  is  on  integral  part 
of  the  Operating  Committee. 


Bachelor's  degree  with  a  minimum  5 
years  marketing  management  experi¬ 
ence  required.  Interested  candidates 
may  submit  a  confidential  resume  and 
salary  history  to: 


Williom  V.  Monopoli 
President  &  Publisher 
PRESS  &  SUN  BULLETIN 
Vestal  Parkway  East 
Binghamton,  NY  1 3902 


www.mediainfo.com 
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CLASSIFIED 


HELP  WANTED 


NEW  MEDIA 

ON-UNE  DIREaOR 


Seven-day  Zone  9  newspaper  agency 
has  a  challenging  opportunity  to  run 
an  on-line  department.  Solid  newspa¬ 
per  with  an  opportunity  to  oversee 
Website  development,  implementation, 
and  day-to-day  operations.  Position 
also  responsible  For  sales  and  market¬ 
ing  of  the  Website.  Position  requires 
Website  and  Internet  experience  with 
project  management  skills.  Experience 
in  sales  and/or  marketing  also  pre¬ 
ferred.  Highly  desirable  location. 
Salary  commensurate  with  experience, 
excellent  benefits  package.  Fax  resume 
and  cover  letter  including  salary 
requirements  to: 

T.  Deiner  at  (808)  535-8554 


PHOTOGRAPHY 


FULL-TIME  PHOTOGRAPHER  NEEDED 
Pocono  Record  a  26,(XX)  Sunday 
circulation  daily  in  the  Pocono  Moun¬ 
tains  needs  a  full  time  photographer. 
Shoot  everything  happening  in  this 
growing  area  of  the  mountains.  News¬ 
paper  experience  needed.  Photoshop 
helpful  also.  Send  resume,  portfolio 
(Moc/PC  disk  or  slides  ok)  to  David 
Kidwell,  chief  photographer,  Pocono 
Record,  51 1  Lenox  Street,  Stroudsburg, 
PA  18360. 


PREPRESS 

PREPRESS  MANAGER 


The  San  Diego  Union-Tribune  is  seek¬ 
ing  an  experienced  Prepress  Manager 
to  direct  the  operations  and  activities  of 
the  Union-Tribunes'  Prepress  Depart¬ 
ments.  Reporting  directly  to  the  Gyra¬ 
tions  Director,  you  will  oversee  the  Com¬ 
posing  Room,  Camera/Platemaking, 
Ad  Services,  Ad  Layout  and  Color  Lw 
departments.  Strong  organizational 
and  strategic  planning  skills  are 
necessary  to  develop  prepress  strategic 
and  operating  plans  as  well  as  capital 
and  expense  budgets,  ensuring  the 
organization  meets  its  strategic 
objectives.  In  addition  you  will  lead  in 
the  analysis  that  continuously  monitors 
and  improves  the  operations  of  the  pre¬ 
press  areas,  reinforcing  our  commit¬ 
ment  to  on-time  performance  and  qual- 
ity. 

The  candidate  we  seek  must  have 
extensive  knowledge  and  technical 
expertise  with  prepress  equipment  (All 
imagesetters  and  scanners,  current  RIP 
technology,  and  postscript  systems). 
Must  have  strong  management  experi¬ 
ence  and  skills  to  develop,  coach,  and 
support  a  large  group  of  100-t-  staff. 
Bocnelor's  degree  in  Business  or 
technical  field  and  knowledge  of  four 
color  correction  is  a  must. 

Please  send  resume  and  salary  history 
to; 


The  San  Diego  Union-Tribune 
Human  Resources  Deportment 
Job65-99/KKEP 
P.O.Box  1201 91 
San  Diego,  CA  921 12-0191 


An  Equal  Opportunity  Employer 
www.uniontrib.com 


_ PRESSROOM _ 

ASSISTANT 

PRESSROOM  FOREMAN 

The  Milwaukee  Journal  Sentinel,  Wis¬ 
consin's  largest  daily  newspaper,  has 
an  opening  for  an  Assistant  Pressroom 
Foreman  to  share  the  responsibility  for 
all  pressroom  operations,  including 
maintenance  functions,  with  the  press¬ 
room  management  team.  The  suc¬ 
cessful  candidate  must  bring  a  high 
energy  level,  be  strongly  motivated  and 
demonstrate  initiative.  This  individual 
will  have  strong  leadership  skills  and 
the  ability  to  successfully  manage 
change  in  a  department  of  140  full¬ 
time  and  part-time  employees.  In  addi¬ 
tion,  they  must  support  the  superinten¬ 
dent  in  keeping  the  department  on  a  con¬ 
tinuous  road  of  improvement  on 
several  levels,  including;  quality  of 
product,  employee  relations,  customer 
service,  workplace  efficiency  and  cost 
containment. 

The  qualified  candidate  will  have  a 
minimum  of  four  (4)  years  of  press¬ 
room  supervisory  experience  on  web 
offset,  double-width  presses. 

The  Milwaukee  Journal  Sentinel  Inc.  is 
one  of  seven  subsidiaries  that  make  up 
Journal  Communications  Inc.,  an 
employee-owned  diversified  communi¬ 
cations  company.  We  offer  a  com¬ 
petitive  wage  and  comprehensive 
benefits  package,  including;  Stock- 
ownership,  health,  dental,  vision, 
401  (k),  pension  plan  and  tuition  reim¬ 
bursement. 

Please  forward  resume  and  salary 
expectations  to; 

Journal  Sentinel,  Inc. 

Attn;  Human  Resources 
333  W.  Slate  Street 
Milwaukee,  Wl  53203 
Fox;  (414)224-2897 

Journal  Sentinel  Inc.  is  an  Equal 
Opportunity  Employer 
Supporting  Diversity  in  the  Workplace 


PRESSROOM  FOREPERSON 

The  Herald,  a  McClatchy-owned  news¬ 
paper  in  Rock  Hill,  SC  has  an 
immediate  opening  for  a  Pressroom 
Foremon.  Position  reports  to  the  C/P/P 
Manager  and  is  responsible  for  manag¬ 
ing  the  pressroom  operations.  Suc¬ 
cessful  candidates  will  possess  5-t- 
years  experience  with  offset  printing 
and  2-t-  years  supervisory  experience. 
Experience  with  camera  and  plate- 
making  a  plus.  Ability  to  work  under 
pressure  and  with  tight  deadlines. 
Ability  to  effectively  manage  pressroom 
operations  without  supervision.  Excellent 
interpersonal  and  supervisory  skills.  We 
offer  a  competitive  salary  and  benefits 
package.  Interested  candidates  please 
send  resume  to  Tony  Couto,  The  Herald, 
P.O.  Box  1 1 707,  Rock  Hill,  SC  2973 1  or 

Fox  (803)  909-4202  EOE 

Faith  is  God  felt  by  heart,  not  by  reason 

Blaise  Pascal  ! 


_ PRESSROOM _ 

PRESSMAN  -  Urbanite,  SSC  thorough¬ 
ly  experienced  with  4  Color.  Top  Pay  for 
Top  Man.  Union  Benefits  Include  Health, 
Welfare,  Pension,  4  weeks  vacation 
after  three  years,  1 2  paid  holidays.  Call 
Michael  Reicher; 

(51 6)  484-3300  ext  204  or 
Fox  resume  (51 6)  484-6749 


PRESSROOM  MANAGER  -  Full  charge 
of  3  shifts,  with  an  8  unit  community 
web  press  (cold)  expanding  to  26  units 
(4  towers  and  2  Folders)  and  bindery 
line.  Staff  management  paper  inven¬ 
tory/ordering,  waste  management, 
scheduling,  quality  control,  main¬ 
tenance  and  parts  control,  supplies. 
Required  5+  years  experience  with  com¬ 
munity  cold  web  presses,  excellent 
math,  analytical  and  personnel  skills. 
Focus  on  quality,  cost  controls  and  pro¬ 
ductivity.  Excellent  pay  and  benefits  in 
a  growing  company.  Send  resume, 
salary  history  and  requirements,  and 
cover  letter  detailing  why  you  are  the 
ideal  candidate  to  Karl  Teel, 
Homestead  Publishing  Co.,  10  Hays 
Street,  Bel  Air,  MD  2 1 0 1 4  or; 

Fax  (4 10)  838-6362 


_ PRESSROOM _ 

PRESSROOM  MANAGER 

The  Hartford  Courant,  in  Hartford,  CT, 
has  an  immediate  opening  for  a  third 
shift  Pressroom  Manager  with  a  mini¬ 
mum  of  5-7  years'  experience  in 
newspaper  pressroom  management. 
We  are  searching  for  a  manager  with 
exceptional  interpersonal  and  commu¬ 
nication  skills  and  a  strong  manageriol 
background.  Responsibilities  include 
staff  development  and  scheduling;  pro¬ 
ject  implementation;  improving  per¬ 
formance  standards  for  ink/water 
balance,  color  registration,  waste  con¬ 
trol  and  raising  me  quality  standards 
of  the  work  being  produced  on  our 
four  8-unit  Metro  Offset  presses  each 
with  4  half  decks.  PC  experience  is  a 
plus.  Interested  applicant  may  submit 
resume  with  cover  letter  to  The  Hartford 
Courant,  Attn;  Employee  Services  Depail- 
ment,  285  Broad  Street,  Hartford,  CT 
061 1 5  or  via  E-mail  to; 

hcresumes@courant.com 

The  Hartford  Courant  is  an  Equal 
Opportunity  Employer  committed  to 
Workforce  Diversity 

To  accept  whatever  comes,  regardless  of 
the  consequerxe,  is  to  be  unafraid 

John  Cage 


RESEARCH  RESEARCH 


Research  Manager 

Come  find  out  all  the  details  about  your  exciting  new  career  at 
Newsday,  the  nation’s  sixth  largest  daily  metropolitan  newspaper. 

As  our  Research  Manager,  you  will  be  primarily  responsible  for 
overseeing  our  in-house  quantitative  Research  Division.  This 
includes  managing  a  large  part-time  staff,  seeking  outside  customers 
and  developing  in-house  research  strategies. 

Ideal  candidates  will  possess  a  Bachelor’s  degree,  8-t-  years 
newspaper/publishing  experience  primarily  focused  on  primary 
research  or  advertising,  superior  PC  and  analytical  abilities,  strong 
interpersonal,  written,  verbal,  customer  service  and  organizational 
skills.  Lastly,  you  can  develop,  motivate,  coach  and  train  a  staff,  jug¬ 
gle  multiple  projects  simultaneously  under  deadline  pressure  and 
have  the  ability  to  produce  internal  support  material. 

We’re  offering  great  salaries,  a  comprehensive  benefits  package  and 
the  opportunity  to  make  a  difference.  For  immediate  consideration, 
please  send  a  resume  along  with  salary  history/requirements  in  con¬ 
fidence  to;  Mr.  Robert  O’Neill,  Manager  Employment  and 
Compensation,  Newsday,  235  Pinelawn  Road,  Melville,  NY 
11747  or  fax  516-843-2550  or  e-mail  bob.oneill(i|)newsday.com 
An  Equal  Opportunity  Employer. 
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11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ PRESSROOM _ 

PRINTING  MANAGER  WANTED 
Immediate  employment  at  established 
8  unit  web,  non-heatset,  facility  in  SW 
Minnesota.  With  finishing,  inserting 
and  mailing  services.  Tremendous 
career  opportunity.  If  you  are 
energetic,  willing  to  learn  the 
challenges  of  this  exciting/growing 
industry  and  enjoy  motivating  and 
working  with  others  in  this  fast  paced 
environment,  this  could  be  the  career 
you've  dreamed  about.  Small  city/ 
country  living,  with  fishing,  hunting, 
lakes  and  more,  all  at  big  city  com¬ 
pensation.  Well  equipped  with  quality/ 
seasoned  staff.  Apply  to  Poge  One  Prin¬ 
ters,  Attention  Georgia,  RR  4,  Box 
4057,  Slayton,  MN  561 72. 

PRODUCnON/TECH 

NEW  JOB  AT  Cox  newspaper  in 
Texas.  Daily  maintenance  and  trou¬ 
bleshooting  on  computer  systems, 
phone,  LAN,  WAN.  Implement  system 
hardware  and  software  upgrades  on 
Macs,  PCs,  etc.  Use  report  writer. 
Desirable  qualifications:  knowledge  in 
Ks,  Macs,  UNIX,  SQL,  Sybase,  LAN, 
WAN,  Routers,  Ethernet,  COBOL, 
GEAC,  DTI.  Send  resume  and  salary 
history  to  Publisher,  Lufkin  Daily  News, 
PC.  Box  1089,  Lufkin,  TX  75902- 
1 089  or  fax  confidentially  to: 

(409)632-6641 


PRODUCTION  MANAGER 

Dow  Jones  &  Company,  publisher  of 
The  Wall  Street  Journal,  has  an 
immediate  opportunity  for  a  Production 
Manager.  Working  out  of  our  Bowling 
Green,  OH  printing  plant,  you  will  be 
responsible  for  managing  ail  aspects  in 
the  printing  of  The  \A^II  Street  Journal, 
Barron's,  and  other  Dow  Jones  print  pro¬ 
ducts. 


You  will  manage  a  production 
workforce  along  with  meeting/ 
exceeding  production  objectives  with 
our  subscribers  and  advertisers.  In 
additior,  administrative  duties  include 
providing  production  reports,  review¬ 
ing  and  approving  department 
purchases,  planning  and  implementing 
print  plant  maintenance  and  security, 
and  providing  a  safe  and  productive 
environment  through  implementing  and 
managing  all  company  safety  and 
environmental  relatM  policies,  plans 
and  directives. 

Tlie  ideal  candidate  must  have  prior 
management  experience  in  newspaper 
print  publication  and  excellent  lead¬ 
ership  abilities,  as  well  as  experience 
managing  in  a  union  environment. 
Bachelor's  degree  is  required,  along 
with  excellent  oral  and  written  commu¬ 
nication  skills.  ' 


We  offer  competitive  compensation, 
excellent  benefits  and  advancement 
opportunities.  For  consideration,  please 
Mail/Fax/E-mail  resume  irKluding  salary 
history  to: 

Dow  Jones  &  Gmpany 
Staffing  Department  CA/LH/BG 
P.O.  Box  300,  Building  3 
Princeton,  NJ  0854J 
FAX:  (609)520-7401 
E-mail:  calhy.archerQciowjones.com 

Equal  Opportunity  Employer 


PRODUCnON/TECH 

PRODUCTION  MANAGER 

South  Jersey  Newspapers  Company,  a 
division  of  MediaNews  Group,  has  an 
immediate  opening  for  a  nands-on 
Prcxiuction  Manager. 

Responsibilities  include  pre-press, 
press,  and  mailroom  operations  at  two 
printing  facilities  for  three  dailies  and 
commercial  print  operation. 

This  is  an  exciting  and  challenging  posi¬ 
tion  where  dramatic  and  measurable 
results  are  waiting  for  your  direction 
and  lecxdership. 

Successful  condidate  will  hove  Goss 
Urbanite  running  experience  or 
thorough  knowledge  of  offset  printing 
methods,  working  knowledge  of  Mac 
applications  for  ad  and  news  composi¬ 
tion  and  pagination. 

If  you're  a  no-nonsense,  hands-on 
Production  Manager  Icxiking  for  an 
exciting  opportunity,  fax  me  ycxir  resum6 
and  salary  history  at 

(609)845-6814 
E-mail  to  bhopvrdQaol.com 
or  send  to  Barry  Hopwocxf,  publisher. 
South  Jersey  Newspapers  Company, 
309  South  Brood  Street,  Wcxxibury, 
NJ  08096. 

SALES 

SALES 

We  are  Publishers  Circulation  Fulfill¬ 
ment,  Inc.,  on  acknowledged  leader  in 
national  newspaper  circulation.  Due  to 
market  expansion  around  the  country 
we  have  a  challenging  opportunity  for 
Sales  and  Marketing  Representatives 
throughout  the  NEW  ENGLAND  area. 

SALES  AND  MARKETING 
REPRESENTATIVE 

The  ideal  candidate  will  be  responsible 
for  the  sales  and  marketing  of  The 
New  York  Times  single  copy  sales.  This 
individual  will  interact  with  local  news¬ 
papers  and  independent  newspaper 
wholesalers.  In  addition,  the  candidate 
will  develop  sales  initiatives  to  include 
the  development  of  college  sales  pro¬ 
grams,  chain  store  promotions  and 
retail  merchandising. 

This  individual  will  be  sales  driven  ond 
hove  excellent  written/verbal  commu¬ 
nication,  organizational  and  PC  skills. 
In  addition,  the  candidate  must  excel  in 
a  fast-paced  environment,  be  able  to 
execute  sales  plans  to  drive  new  busi¬ 
ness,  handle  multiple  projects  and  meet 
deadlines.  Knowledge  of  the  newspa¬ 
per  industry  is  a  plus.  College  degree 
preferred. 


We  offer  an  excellent  salary  plus  com¬ 
pany  car  and  bonus  plan,  if  you  would 
like  to  work  for  a  company  that  really 
delivers  please  forward  your  resume, 
along  with  cover  letter,  stating  which 
territory  is  most  convenient  to: 

PCFInc. 

Sales  And  Marketing  Representative 
P.O.  Box  972 
Dover,  NJ  07802-972 
Faxes  v/elcomed  at  (973)  366-9757 
E-mail  pcfwedeliverQworldnet.att.net 

We  are  an  equal  opportunity  employer 


_ SALES _ 

SALES  MANAGER 

The  Missoula  Independent,  Montana's 
premier  weekly  newspaper  seeks  a  pro¬ 
fessional,  highly-motivated  Sales  Man¬ 
ager.  We're  looking  for  a  skilled 
leader  to  supervise  a  stnff  of  three  sales 
reps  and  cultivate  vital  accounts  in  a 
rapidly  growing  market.  Missoula's  got 
it  all:  AAN's  best  small-market  papers, 
send  a  resum6  to  Sales  Manager,  P.O. 
Box  8275,  Missoub,  MT  59807. 


Your  communication 
link  to  the 
newspaper 
industry  every 
week  since  1884. 
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Use  the  best  read  Classified  Ad 
Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equip¬ 
ment  you  need,  discover  new  employment  opportunities,  get  a 
feel  for  who's  hiring  where,  find  the  key  professionals  to  make 
your  newspaper  run,  sell  your  used  equipment,  locate  industry 
service  providers,  even  buy  or  sell  your  newspaper  business. 

New  ads  every  week! 


Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX:  (212)  929-1259  Phone:  (212)  675-4380  ext.  173 
E-mail:  hazelp@mediainfo.com 

Mail:  E&P  Classified  Ads,  11  West  19th  Street,  New  York,  10011 
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CLASSIFIED  ADVERTISING 
INFDRMATION 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week . $11.75 

2  weeks  . $10.35 


POSITIONS  WANTED 

(includes  online  posting) 

1  week . $5.50 

2  weeks  . $4.60 


3  weeks  . $9.05  3  weeks  . $3.80 

4  weeks  . $7.85  4  weeks  . $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  />kdd  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


mwiis  i*ij- 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  foilowing  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


1  week . $121  pci 


Make  ctieck  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 

VTSA'  MasterCard  or  visa.  Please  supply  name 

tlipi^i^  K&SS  on  card,  account  number,  expiration  date 
and  card  holder’s  signature. 

Please  note:  Intemadcnalads,  new  accounts  and  positions  wanted  ads  must  preiiay. 


iiil: 


7  d 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for.  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 


VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 


_ CIRCULAHON _ 

CIRCULATION  CONSULTANT,  week¬ 
lies,  dailies,  small  to  -netros.  Over  35 
years  competitive  experience.  Dis¬ 
tribution,  Home  Delivery,  Single  Copy, 
Moilrooms,  Circulo-ion  Computer 
Systems,  Promotions,  Soles,  Service, 
Trucking  and  Office  Pay  Systems.  Long 
or  Short  Term.  Coll  Vince  Fusco  at: 

(2 10)  661 -571 2  or 
E-nrail  virKefusco@yahoo.com 

EDITOR.  AL 

EXPERIENCED,  award-winning, 
energetic  writer/ediKTr  seeks  new 
creative  career  challerge  with  specialty 
or  trade  publication.  (305)  891-2595. 


HARD  V/ORKING  N  NE  YEAR  daily 
newspaper  reporter  wth  knack  for  pro¬ 
ducing  front  page  stories  seeks  new 
challenge  as  reporter  at  50,000- 
1 00,000  daily.  Respond  to: 

khathome@earlhlink.net 

LOOKING  FOR  A  FIRST-RATE  news 
editor?  Great  layouts,  headlines,  news 
judgment.  Team  Flayer.  Contact  Mark 
(970)  461-1 1 82  marke@frii.com 


_ EDITORIAL 


NEWS  REPORTER  WITH  4  1/2  YEARS 
experience  in  competitive  markets,  all 
beats.  Seeking  reporter  posiiton  with 
1 0,000f  circulation  daily,  western  U.S.  or 
North  Carolina.  Reply  to  Box  08867, 
Edilor&  Publisher. 

PROOFREADER/COPY  EDITOR  ready 
to  make  your  copy  error-free.  1 0 
years'  experience  in  the  business. 
F’hoenix  area.  Call  (480)  814-9350  or: 
E-mail  scottev@earthlink.net 

VETERAN  EDITOR  WHOSE  humor 
pieces  have  appeared  in  major  papers 
needs  work  in  New  York  City  area. 
Full-time,  part-time,  vacation  relief,  you 
name  it.  E-nnail  lmcvaluga@aol.com 

PRESSRCX)M 


ARE  YOU  LOOKING  for  an  up  and 
comer?  Someone  to  make  an  impact 
on  your  product  and  production 
department.  Is  your  woste  too  high? 
Quality  low,  production  personnel 
stagnate.  I  can  make  an  immediate 
and  lasting  impact.  I  hove  17  years 
hands-on  experience,  and  an  MBA 
degree.  I  seek  a  pressroom  manager's 
position  with  a  daily  newspaper. 
dfrisco@zbzoom.net  (724)  452-8743 


Attention: 

Positions  Wanted  Advertisers 

For  quicker  placement, 
you  can  Fax  or  e-mail  your  Positions 
V/anted  ad  along  with  your 
Visa/MasterCard/American  Express  card 
number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  michelea@mediainfo.com 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  ruinber  to  indicate  location  without  specitic  identitication 


www.mediainfo.com 
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E<S?P  SHOP  TALK  AT  THIRTY 


by  Harvey  Leonard  Gotliffe 

Understanding  the  First  Amendment 

Lesson  No.  1 :  Freedom  of  the  press  starts  with  the  right  to  say  ‘No’ 


Headlined  “THE  HOLCXTAUST!  Is 
Free  Inquiry  Suppressed!”  the  two- 
inch  advertiser  lent  ran  in  the  Daily 
Northwestern  student  newspaper  on  Jan. 
11,  1991.  From  the  beginning,  Bradley  R. 
Smith  and  his  Committee  for  Open 
Debate  on  the  Holocaust  (CODOH)  set 
the  ideological  direction  of  their  campus 
campaign  —  to  challenge  the  veracity  of 
the  Holocaust  and  to  do  so  under  the  aegis 
of  his  First  Amendment  rights. 

Since  then,  CODOH  has  tried  to  peddle 
its  philosophy  that  academics  and  Jewish 
organizations  have  deliberately  squelched 
attempts  to  debate  aspects  of  the  Holocaust 
—  the  most  documented  event  of  our  times. 
Various  versions  of  their  advertisements 
and  editorials,  written  by 
Smith,  have  appeared  in 
nearly  200  student  news¬ 
papers,  with  over  45 
newspapers  running  the 
latest  version  during  the 
1998-99  school  year. 

Smith  and  CODOH 
(they’re  one  and  the 
same)  have  tried  to  con¬ 
vince  student  readers  to 
question  the  Holocaust, 
and  each  text-laden  ad 
tries  to  create  doubt  in 
its  targeted  audience, 

“young  people  who  still 
have  the  remnants  of  an 
open  mind.”  He  challenges  them  with  cap¬ 
tivating  headlines:  “You  have  a  right  to 
know  the  truth,”  opened  the  1993  ads; 
“You  have  a  right  to  know  the  facts!”  pro¬ 
claimed  the  1997  campaign;  and  “Ignore 
the  thought  police,”  was  the  rallying  cry 
later  the  same  year. 

But  behind  the  open  call  for  free 
expression  is  the  hidden  message  that  the 
Holocaust  is  a  hoax.  In  1993,  CODOH’s 
ad,  “Falsus  in  Uno,  Falsus  in  Omnibus,” 
was  refused  by  all  other  newspapers  but 
ran  free  in  the  Tufts  Daily.  The  ad’s 
premise  was  that  if  one  part  of  the 
Holocaust  could  be  proven  false,  then  the 
entire  Holocaust  may  be  a  lie. 

CODOH  likes  to  be  known  as  “revi¬ 
sionists,”  while  others  view  them  as 
deniers.  Segments  of  history  are  revised 
and  rewritten,  but  only  when  legitimate 
research  uncovers  previously  unknown 


data.  Through  the  years,  CODOH  has 
tried  to  find  an  accepted  fact,  restructure 
it,  and  then  exploit  it  for  its  own  ends.  In 
advertisements  and  editorials.  Smith  has 
challenged  the  existence  of  the  gas  cham¬ 
bers  because  there  is  no  “hard  evidence” 
showing  “a  victim  [one  individual]  who 
was  found  to  have  been  ‘gassed’  at 
Auschwitz.” 

This  year’s  advertising  headline  sounds 
like  Patrick  Henry’s  work:  “There  is  no  lib¬ 
erty  without  free  speech  and  open  debate.” 
The  ad  offered  $250,000  to  anyone  who 
could  arrange  a  prime-time,  network  TV 
debate  between  Smith’s  CODOH  group  and 
its  nemesis,  the  Anti-Defamation  League 
(ADL),  a  Jewish  organization  that  CODOH 
believes  tries  to  convince 
student  editors  not  to 
accept  its  ads.  The  ad 
generated  only  one 
response,  a  bogus  one, 
and  Smith  admitted  in  an 
October  1998  letter,  “I 
don’t  really  expect  a  TV 
debate  to  take  place.” 

Jeff  Ross,  ADL’s 
director  of  campus 
affairs,  had  no  idea  the 
$250,000  campaign 
was  coming  but  noted 
that  “just  because  he 
pulls  our  chain,  we 
don’t  have  to  Jump.” 

However,  some  student  editors  have 
jumped.  Justin  Brown,  editor  of  the  Rad¬ 
ford  University  Tartan  when  a  CODOH 
ad  ran  in  1995,  says  Smith  indicated 
“that  if  it  didn’t  run,  it  was  against  his 
First-Amendment  rights,  and  he  could 
sue.  He  plain  hoodwinked  me.”  David 
Kinney,  now  with  The  Associated  Press 
and  editor  of  The  Observer  at  the 
University  of  Notre  Dame  in  1993,  be¬ 
lieves  that  Smith  “takes  advantage  of  the 
naivet6  of  student  editors.”  Arthur 
Ranney,  adviser  to  the  University  of 
Wisconsin-Platteville  Exponent  concurs, 
“It’s  not  too  hard  to  fool  them.” 

At  Salisbury  State  University’s  Flyer 
\  this  spring,  the  ad  came  in  as  the  freshman 
ad  manager  and  the  new  editor  were 
putting  out  their  first  issue.  “We’ve 
learned  that  there  are  people  out  there 
ready  to  take  advantage,”  says  Meagan 


Joy,  advertising  manager.  After  running  j 
CODOH’s  ad,  the  State  University  of  New  | 
York-Plattsburgh  Cardinal  Points'  staff 
thought  it  was  an  ADL  ad  and  wrote  an  | 
editorial  concluding,  “Printing  a  view  like  i 
the  one  expressed  by  the  ADL  [sic]  makes  i 
freedom  of  speech  available  to  anyone.”  j 

Some  students  are  naive  about  the  First  | 
Amendment;  others  have  never  taken  a  j 
journalism  course.  Newspapers  that  operate  ! 
as  student  organizations  have  limited  funds 
and  covet  advertising  revenue  for  survival. 

When  a  CODOH  ad  ran  in  The  Post  of 
Ohio  University,  business  manager  Jim 
Rogers  said,  “We  are  a  forum  and  sell 
advertising  for  anyone  who  has  the  price.” 
Jane  Pope,  adviser  to  The  Daily  Beacon  at 
the  University  of  Tennessee-Knoxville,  | 
disagrees,  “He  [Smith]  has  freedom  of  the  j 
press,  he  is  published,  he  has  a  Web  page,  • 
he  can  start  his  own  newspaper.  Don’t  ' 
think  his  message  has  to  run  in  our  paper.” 

Of  140  university  newspapers  surveyed 
where  CODOH  advertisements  or  Smith  , 
editorials  have  run,  over  80  have  some  sort  j 
of  written  advertising  acceptance  policies.  ' 
and  65  include  a  line  allowing  them  to 
accept  or  reject  any  advertisement. 

Although  he  sends  out  fund-raising  let-  : 
ters  boasting  that  “we’ve  influenced  and 
won  over  college  students  all  over 
America,”  he  also  accepts  reality.  “I  want¬ 
ed  to  create  a  debate  on  campus  with  the 
ads.  Never  been  able  to  do  so.  The  proj¬ 
ect’s  been  a  failure.”  The  primary  debate 
seems  to  be  whether  to  accept  or  reject  the 
ad,  not  whether  the  Holocaust  happened. 
However,  after  too  many  years  of  causing 
tumult  in  the  college  scene.  Smith  does 
not  plan  to  go  away. 

Student  newspapers  have  a  break  until 
the  fall,  when  new  editors,  advertising 
managers,  and  CODOH  advertisements 
arrive.  The  students  need  to  learn  about 
CODOH,  Smith,  and  their  First-Amend¬ 
ment  rights  and  have  the  confidence  to 
make  informed  and  intelligent  decisions. 
After  all,  learning  and  acting  upon  that 
knowledge  is  what  higher  education 
should  be  all  about. 


Gotliffe,  a  professor  of  journalism  at 
San  Jose  State  University,  lives  in 
Santa  Cruz,  Calif.  He  has  been  a  free¬ 
lance  writer  for  more  than  30  years. 


But  behind 
the  open  call  for 
free  expression 
is  the  hidden 
message  that 
the  Holocaust 
is  a  hoax. 
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renegade  \re-ni-gacl\  rr.  one  who  hasljeseled  a  cause,* 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  crucial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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Nearly  44  million  readers  recently  learned  that  listening  to  Mozart  can  increase  their 
brains'  ability  to  process  and  integrate  information.  Every  week,  USA  WEEKEND 
provides  a  fresh  perspective  on  today's  most  talked-atxjut  issues,  people  and 
events.  Take  a  closer  look  at  our  new,  re-styled  pages  and  see  for  yourself  why 
we're  the  nation's  fastest-growing  newspaper  magazine. 
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